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We are confronted with a situation that is baffling us, as it is used 
8 by all the mills in our town: The “Crepir Union.” Our customers 
say “Oh, we buy that through the mill at a cut price” and they do. 
Our mills sell steel to the people that make our goods and pay 
10 their price, they in turn come to the dealer who is selling the finished 
product, and instead of upholding prices, they undermine the prices 
to such an extent that the local dealer is disgusted. 
We call on a prospective customer that works in a mill; he said 
12 he is going to buy, but will have to wait and see what the mill will 
give it to him for; in other words, they chisel the dealer that is helping 
to dispose of their product. 
14 Can you give us any solution? 
If not send, our next issue of ELECTRICAL ‘MERCHANDISING to the 
purchasing agents of the various mills in our town and cut off our 
17 subscription, as we will be out of business. 
W. P. YATES, 
18 Yates Appliance Co. 
Carnegie, Pa. 
21 E selected this letter to print as and many other towns dominated by a 


typical of hundreds received by 
this publication and also because the 
logic is unanswerable. 
24 Steel forms a large part of practi- 
cally all appliances, and here in this 
steel town the mills are not only fur- 


26 nishing the raw material out of which 
appliances are made, but as this dealer 
points out, take over the distributing 

29 function of the completed appliances, a 
competition so formidable that it is 

30 driving the dealer out of business. 


The Yates letterhead carries the 
names of eleven appliance lines and 
32 under forced retirement of this re- 
tailer, these eleven manufacturers will 
lose just that much distribution. 

This process is going on all over the 


” country. In a steel town such as Car- 
%6 negie, if the local merchants cannot do 
business with the people in the mills, 
38 they simply cannot do business. There 
are also textile towns, railroad towns, 
4) 


single industry where credit unions 
or other such devices for obtaining 
merchandise for employees at a dis- 
count, is either actively promoted or 
quietly encouraged by the mills and 
large employers. 

Big cities with diversified industry 
do not escape this evil by any means. 
In New York City, for instance, a 
large insurance company, employing 
enough people to populate a small city 
has a similar set-up. The company dis- 
claims responsibility, but the credit 
union occupies office space in its main 
building and is patronized by thou- 
sands of its employees. 


HIS abuse goes on and on and 

tends to spread rather than de- 
crease. It indicates a shift in distri- 
bution which is more serious than 
farm cooperatives which have received 
much attention. 


H MoGraw, Jr. Howarp Mason BRITTON 


President Executive Vice-President Vice Chairman 
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Now such types of purchasing 
unions and cooperatives exist and 
affect the appliance trade only because 
electrical appliances have come into 
wide public acceptance and demand. 
And the thousands on thousands of 
refrigerators, washers and other appli- 
ances that are bought and sold through 
such channels are due only to that 
created demand. 

In creating this demand the activi- 
ties of just such small firms as the 
Yates Appliance Company have played 
an indispensable part. Steel mills and 
insurance companies were unheard of 
as appliance suppliers when these 
products were being pioneered—when 
the public was being persuaded, edu- 
cated and demonstrated into its pres- 
ent state of acceptance. Credit unions 
cannot in the nature of things promote 
the new appliances of tomorrow. In 
no respect do they create markets and 
demand. 

Mr. Yates asks for a solution. It is 
up to the manufacturers, of course. 
The ultimate responsibility is theirs, 
and the loss of good retailers will in 
the long run cost them more money 
than the temporary benefits they enjoy 
through the volume now sold in the 
several channels bypassing the dealer. 
For, if the manufacturers continue to 
countenance this condition they will 
face the costly necessity of creating a 
new appliance trade for the new prod- 
ucts and additional home services 
which are now in their laboratories. 

This, in my opinion, should be the 
subject of earnest consideration of top 
executives in this appliance industry. 
If the ethics of the situation do not 
appeal to them there are hard headed 
business considerations which should. 
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““THE QUALITY OF A PRODUCT IS A 


MOST IMPORTANT FACTOR IN CLOSING 
A SALE. I'VE FOUND THE G-E NAME IM- 


MEDIATELY MEANS QUALITY—IT’S HALF 
THE SALE. THAT, AND THE STRONG SUP- 


PORT I GET, ARE THE TWO MAIN 


REASONS WHY I’VE GONE G-E ALL 
THE WAY.”’ 


of These Nationally Advertised 


ss GE Products Do You Sell? 


Refrigerator 


Electric 
Dishwasher 


Disposall 


Weter Heater 


Washer 
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BACKGROUND DISPLAYS 
Get reprints of General 
Electric’s full-color ads for 
these background displays 
of yours. New ones are 
available right now. Ask 
your distributor. 
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ADVANCED 


the sensation 


of 1940! 


Philco has kept its promise to give you an entirely 


different, new kind of refrigerator that enables you 
to SELL UP ... to enjoy the highest average unit 
sale in the industry. And look at the results! Al- 


ready the Philco LH-G is the quality leader in the 
refrigeration field, selling in volume at a higher 
price and a bigger profit to the dealer! 

Philco’s ADVANCED DESIGN is the reason 
for these tremendous sales. New ideas, new devel- 


opments give extra services that are worth the money 


J to the buyer! The Horizontal Evaporator, separate, 
giant-size Frozen Food Compartment and many 


additional Philco features are found in no other re- 


frigerator at any price! 
Philco, backed by the strongest, hardest-hitting 


advertising and promotional campaign in the 


history of refrigeration, is YOUR one opportunity 
for real refrigerator profits in 1940. Make the most 
of it! Contact your distributor NOW. 


PHILCO ALL YEAR ’ROUND 


HOME RADIO PHONOGRAPHS « TELEVISION AUTO RADIO RADIO TUBES PARTS REFRIGERATORS AIR CONDITIONERS DRY BATTERIES 
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HEN refrigeration prices 
took nose-dives early in the 
year, the industry collectively 

threw into the laps of the electrical 
dealers a stiff problem in “selling up” 
if they were to justify their existence 
as specialty selling operations and 
avoid the slim pickings to be made on 
“stripped” or “leader” boxes. 

Industry thinking back of the dra- 
matic price slashes envisioned the 
opening of new, low-income markets, 
an effective fighting program to meet 
the challenge of the mail order houses 
which had thrived lustily on their 
preferred price position, the mainte- 
nance of normal discounts to dealers, 
and the creation of a healthy replace- 
ment business through fully equipped 
boxes with potent selling features. 

In the main, the thinking has 
proved correct insofar as an enormous 
stimulation of the public’s buying urge 
was concerned. National advertising, 
on a pre-depression scale heralded the 
unheard of values; a public apathetic 
to signing on the dotted line until the 
warmer weather of the early spring 
focussed the need for adequate food 
preservation, jammed dealers’ stores 
late in January, all February and 
March, leaving in their wake new 
records for sales in those early months. 
Whether the price cuts anticipated the 
season by a couple of months and sales 
will drop to sub-normal spring and 
summer months remains to be seen. 
Certainly, to date, there has been little 
evidence that the buying wave has 
shown signs of slackening. 

The problem to be met, however, was 
that of steering the prospect as far 
from the price model as_ possible. 
Have dealers succeeded in d ying this? 
Have refrigeration prices frozen at 
the $115 level? Has the bogy of 
chain store competition been met? 
These and other questions naturally 
occur and the writer attempted to get 
some kind of answer to the picture 
from dealers in the field. Here are 
some of the reactions from typical 
dealers in New England. 

We talked to three dealers in New- 
burgh, N. Y. Here Felix H. Huber 
and George B. Birkhaher of Hazlett 
& Huber (Philco) a relatively new 
dealer operation with a handsome 
store spotlighted the big, fully 
equipped Philco model, relegated the 
price leader to an obscure corner. 

“We are old hands here at “selling 
up,” Mr. Birkhaher said. “We are 
interested in making money and while 
the low prices which have been adver- 
tised on refrigerators have brought a 
lot of people in, we are not going to 
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sell them at that level until we have 
exhausted every possibility of inter- 
esting them in the plus features of the 
bigger models. We feel that the 1940 
Philco has enough selling features 
with the Conservador, the five zones 

f cold, the frozen foods compartment, 
vegetable bin and others that it is 
felatively easy to steer away price- 
fonscious prospects from the stripped 
model. 

“Actually, what we attempt to do is 
sell down. We start with the features 
the higher-priced units and not 
until the prospect insists on seeing the 
advertised model do we show it.” 

Ed Caignon, manager of the E. L. 
Walters branch (General Electric) 
tad a similar viewpoint. 

“While the price leader advertising 
mas tended to give the public the idea 
that they should pay no more than 
$115 or $120 for a refrigerator,” he 
tid, “our ratio of sales of the higher 
priced boxes is keeping up. The 
mart buyer, of course, is going to 
sist on value and there is no doubt 
about the fact that a six-foot box at 
$114.75 is a real value. If it comes 
flown to a simple matter of food pres- 
ttvation without extra features, it is 
lifficult to steer the canny buyer away 
from the price leader. On the other 
Mand, the price leader deserves credit 
br bringing a lot more people in. 
Once they are here it is our job to see 
that they are sold into the higher 
Mackets. So far, our February was 
Oe of the best months we've had, 
Which is unusual.” 

At John Schoonmaker & Son, a 
department store with the Frigidaire 
acount, Lester Roy, sales assistant to 
Frank C. Masterson, buyer for the 


N DISIN 


major appliance department, showed 
the writer a single low-priced Frigid- 
aire on the floor. 

“We don’t feel there is any real 
justification for prices being so dras- 
tically reduced,” he said, “and the 
only alternative is to talk special fea- 
tures such as the “Coldwall” model. 
Our feeling is that if the prospect can 
only be sold on the lowest price that 
the level might just as well be $129 
or $139. On a time payment basis 
there is very little difference in the 
monthly terms.” 

In Poughkeepsie, N. Y., Harvey 
Wood of Poucher, Wood & Wallin, 
distributors of Kelvinator, informed 
the writer that their percentage of 
sales on the $179.50 model (biggest 
seller in the line) was still about 50 
per cent of their total volume despite 
the leader. Price advertising, he said, 
had resulted in attracting the public in 
far greater numbers than any previous 
year, considering the fact that Feb- 
ruary and March were early months 
for the refrigeration to be under way. 

“There’s one thing about this low- 
priced business that dealers ought to 
be on guard against, however,” he 
warned, “and that is where trade-ins 
come into the picture. We have had 
plenty of indication that dealers have 
not scaled down their trade-in offers 
despite the fact that they are doing 
business on a line of refrigerators 
which have been reduced anywhere 
from $30 to $60 in price. If we are 
offering the public an _ exceptional 
value in a six-foot box, they can 
hardly expect to receive as large a 
trade-in as was the case when there 
were more dollars to play with.” 

Just outside the Poughkeepsie lim- 


ELECTRICAL MERCHANDISING—MAY, 1940 


Low base 
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prices have brought the public in at 


a great rate, dealers say, but the trick is to boost 


them into the higher brackets . . . Dealers are 


tackling the problem by stressing features, on 


the deluxe models, finance terms and, above all, 


its in a section known as Pleasant 
Valley, we came across J. C. Cavo of 
Cavo & Donegan who handle Hot- 
point refrigerators. Here was a really 
enthusiastic booster for the lower 
prices on refrigeration. 

“I know a lot of the big boys in 
town don’t like ’em,” he said, “but for 
the small dealer without the heavy 
overhead the lower prices are a god- 
send to meet Sears and Montgomery- 
Ward competition. There never was 
any sense in those mail order fellows 
having a 33 1-3 advantage in price. 
I’ve already had a couple of custom- 
ers who were going to buy Montgom- 
ery-Ward and were amazed to know 
that they could get Hotpoint at almost 
the same price. 

“The same thing is true of the range 
business. The big manufacturers are 
bringing out a range to sell at $99.50 
which, from our standpoint, is going 
to be a big stimulant to business.” 

At Pittsfield, Mass., England Bros., 
department store handles Frigidaire. 
The department is in charge of John 
McAvoy. Joe Mauro, top salesman, 
revealed that he was using the low 
priced models to clinch sales on. the 
strength of possible future increases. 

“There’s no doubt about the fact 
that the advertised low prices are 


by expert salesmanship 


bringing people in,” he said, “and if 
they plan to ‘just look around’ I try to 
get them to give us a hold order on a 
refrigerator while they are at their 
present lows. Five dollars usually 
gets them to sign an order for future 
delivery. We have a good many hold 
orders, too, for those people who are 
fixing over their kitchens. There’s a 
good deal of that going on right now 
and while a refrigerator often enters 
into their re-modelling plans, they 
might not be prepared to buy right 
away. There again, the argument 
that prices might go up later is a good 
inducement to make them part with 
$5.” 

At England Bros. the ratio of sales 
has held up exceedingly well on the 
higher-priced models. The ratio at 
present, according to Joe Mauro, is. 
about 25 per cent on the stripped 
boxes and 75 per cent on the higher 
priced models. 

A negative reaction to low refriger- 
ator prices was registered by J. J. 
Spillane of the John P. Tracy Co., in 
Great Barrington, Mass. But he had 
his reasons. 


“This is primarily a summer vaca- 
tion and resort community,” he said, 
“and the general level of incomes is 
pretty high. 


In other words, price is 
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J. J. Spillane of John P. Tracy Co., ~~, & 
Great Barrington, Mass. (Stewart- 
Warner) 


George 8. Birkhaher of Haslett & Huber, New- 
burgh, N. Y., sells special features (Philco) 


Weeks of Weeks 
(Frigidaire) says salesmen are the big problem 


Electric Co., 


Felix H. Huber and George Birkhaher of Haslett 
& Huber, Newburgh, N. Y. (Philco) 


Greenfield, Mass. 


P. H. Dyer and J. S. Brown of Wilson's department 


store, Greenfield, Mass. (Hotpoint) 


Lester Roy of John Schoonmaker & Son, New- 
burgh, N. Y. (Frigidaire) 


CAVO DOMEGAR 


Joseph Mauro of England Bros., depart. 
ment store, Pittsfield, Mass. (Frigidaire) 


— 


J. W. Belanaer of the Belanger Electric Co., 
Nashua, N. H. (Kelvinator) 


Ed Caignon of E. L. Walters 
Co., Newburgh, N. Y. (G-E) 


(Westinghouse) 


Emile E. Deveault of the La Croix Electric Co., Greenfield, Mass. 
demonstrates 


plus features on deluxe jobs. 


The modern appliance store of Cavo & Donegan, Pleasant 4. 
Valley, N. Y. i 


Hotpoint) 


Refrigerator Dealers Give Low-Down on Price Situation 


3 Cavo of Cavo & Donegan, 
Pleasant Valley, N. Y. likes low prices. 


not the important factor in our refrig- 
erator business (Stewart-Warner). 
For that reason we don’t even have 
one on the floor. Even on washing 
machines (Maytag, Easy) we make 
no attempt to sell the low-priced 
models.” 

But over in Greenfield, Mass. where 
four or five live dealers do a thriving 
appliance business, they are taking the 
selling up problem on refrigeration 
in their stride. 

Emile E. Deveault of the LaCroix 
Electric Co. (Westinghouse) said that 
they hadn’t demanded lower prices 
and probably would have made out 
just as well without them but that it 
could not be denied that they had 
been instrumental in stimulating pub- 
lic interest to an unprecedented degree 
for the early months of the year. 

“Refrigerator business doesn’t usu- 
ally show any signs of life until about 
the first week in March,” he said, “but 
this year we had a swell February. 
We feel that it is going to keep up 
and that we have enough plus features 
on the deluxe boxes to make the pros- 
pect forget the low-priced stuff. We 
point out the slight difference in the 
monthly payments and really go to 
town on the features of the better 
jobs. After all, we tell the customer, 
you are buying a refrigerator which 
you will be using every day for the 
next ten or fifteen years. Why go 
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without adequate capacity, humidity 
control, a big meat storage compart- 
ment, vegetable bins, crispers, ice- 
tray releases and all the rest of the 
features during that time?” 

But W. L. Weeks, who operates the 
Weeks Electric Co., next door to the 
Greenfield Power & Light, felt that 
the difficulty lies with the outside 
salesman. 

“If you are adept at specialty sell- 
ing,” he said, “you know how to steer 
the prospect away from the stripped 
stuff and get him into the fancy boxes. 
I can do it. The trouble is that the 
average salesman takes the path of 
least resistance. If the base price is 
$149.50, he will make an attempt to 
sell higher but quickly settles for the 
base level if he thinks he might lose 
a sale. The same thing holds good 
today except that the base level is 
$114.75. Perhaps the way out of it 
is to penalize the salesman selling at 
the low level.” Mr. Weeks has the 
Frigidaire franchise. 

Over at Wilson’s department store 
in Greenfield, J. S. Brown and P. H. 
Dyer revealed that 50 per cent of their 
1939 sales on Hotpoint were in the 
$179.50 brackets and that a larger 
proportion would be in the lower- 
pricéd brackets during 1940 from 
present indications. 

“We might just as well have only 
one model on the floor,” Mr. Brown 


said. “There is not sufficient differ- 
ence in the outward appearance of the 
lower and higher-priced models. The 
only alternative is to keep the refrig- 
erators open as much as possible and 
stress the added features of the deluxe 
line. We do this chiefly by having 
the six-foot models in a straight line 
against the wall and taking the cus- 
tomer in progression from one to the 
other. 

“We feel, too, that the new price 
levels have given us a definite com- 
peting basis with the chain stores. 
People would much rather buy a well- 
known, nationally advertised make 
and the mere fact that our prices as 
advertised are competitive is bringing 
in some of the potential Sears and 
Ward prospects to look over the mod- 
els. When they come in, we try to 
trade this price-conscious prospect to 
at least $139.50.” 

A little further on in Keene, N. H., 
C. R. Bloomer of Bloomer & Hazle- 
ton, a furniture house, sells Norge 
and thinks that the maintenance of 
good margins to the dealer is more 
important than price. 


“In the furniture business,” Mr. 


Bloomer pointed out, “we have had a 
long experience in trading people up. 
Our refrigeration season hasn’t really 
gotten under way yet (March) but we 
expect to use our customary trade up 
technique.” 


While giving full credit to the new 
price levels for a considerable increase 
in business, J. W. Belanger of the 
Belanger Electric Co., Nashua, N. H. 
(Kelvinator) said that the base price 
left no margins for trade-ins. It puts 
it squarely up to us, he said, of selling 
a de-luxe box to the replacement 
market in order to have sufficient 
margin to make the trade. 

These are but a few samples of the 
thinking of typical electrical dealers 
out in the field. As a sample, it shows 
a healthy state of mind. Confronted 
with a new and dramatic selling tool 
which required careful handling to 
avoid the obvious pitfall of “freezing” 
a definite low price structure in the 
public mind, they met the situation 
with the resourcefulness that is the 
tradition of good specialty selling. 

It should not be inferred that all the 
dealers interviewed were by any 
means enthusiastic about the turn 
events have taken in the refrigeration 
business. Many of the more thought- 
ful held to the view that, while lower 
prices were even necessary, there was 
no requirement that the cuts should 
be quite so drastic. A gradual decline 
might have answered the same pul- 
pose, they felt. On the other hand, it 
is generally admitted that the very 
nature of the sharp decreases has 
brought a public response that is u"- 
precedented. 
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DISING 


OW shall I pay my sales- 
men?” is one of the top 
questions asked of ELEc- 
TRICAL MERCHANDISING by those sell- 
ing major appliances. 

Last month we published the results 
of an extensive survey which estab- 
lished the three basic methods of com- 
pensation. 

That no preference was indicated 
for any of the three may have been 
a disappointment to many of our 
readers, but certainly not to us. There 
may be, and we believe there is, a best 
plan in general, but that best plan 
may be the worst possible one for 
certain types of dealers. Methods of 
payment must always take second 
place to the character of the boss. We 


will explain this in some detail 
toward the end of the article. 
Irrespective of how, when and 


where the salesman gets his pay, the 
cost of making the sale must be re- 
juced to one of percentage of income. 
The same is true of every other phase 

f the appliance business. There is 
only one hundred per cent in a dollar 
and if selling or overhead or rent or 
anything else takes more than its 
share there is just that much less 
profit—or maybe none at all. 

he boss who can control his other 
costs is usually the one that keeps 
selling per cents within bounds. The 
ttitude of the dealer toward his sales- 
men is often one of the truest indicat- 
ors we have as to his ability as a 
business man. 

Many comments on the question- 
naires returned in the survey ran 
something like these, “salesmen will 
not work and we have fired all of 
them,” or “salesmen are a lot of bums 
and drunkards,” or ‘“‘salesmen cost too 
much,” or “salesmen cost too much so 
we have to do our own selling,” or 
‘salesmen are a bunch of loafers.” 

We wonder what the salesmen re- 
ferred to would have said about the 
boss. Perhaps something like this— 
put in polite language—“he plays too 
lamn much golf,” or “he’s never in 
30 we can’t talk to him,” or “he sells 
the easy ones himself and gives us 
the tough ones,” or “he lets customers 
get way behind in their payments and 
then expects us to collect for him.” 


Looking at the Boss 


We would end this article right here 
if the attitude of all bosses and sales- 
men were as indicated above. But, it 
isn’t. Many sellers of appliances 
wrote on their questionnaires, and we 
juote, “we have a fine bunch of sales- 
men and we do not need any more,” or 
‘our youngest salesman has been with 
us over five years,” or “our turn-over 
i salesmen the past two years is 
zero. We haven’t lost or fired a sales- 
man in that time,” or “our salesmen 
make a good living and are satisfied,” 
oY “we do nothing to attract sales- 
men because the ones we have are 
good and we don’t want any more.” 

There you are. It is all a case of 
point of view as the old woman said 
when she kissed the cow instead of 
her husband. We often wonder what 


was the point of view of the cow. 

This whole problem is, in our opin- 
ion, the result of too much concen- 
tration on the salesmen and not 
enough on the boss. A good boss 
with poor salesmen will get infinitely 
more sales than a poor boss with 
good salesmen. 

We believe the degree of “good- 
ness” or “badness” of the boss is what 
has led to the confused thinking as 
to the best way to pay the salesmen. 

The above is not theory or suppo- 
sition. It is based on a most careful 
study of our recent questionnaire plus 
contacts with hundreds of sellers of 
appliances in the field. 

You recall in our article of April 
we said there are just three ways to 
pay salesmen:—straight commission; 
straight salary; salary plus commis- 
sion or bonus. Naturally there are 


two kinds of salesmen. Those who 
honestly try to make their draw and 
a plus. Those who spend most of 
their time selling themselves to the 
boss and the remaining hours, if any, 
in selling the product. 

Here is a typical example every 
word of which is true. A manufac- 
turer advertised for salesmen on a 
stra‘ght commission basis. A man 
from Texas applied and got the job. 
Three weeks later he had succeeded 
in selling himself—yet nothing else— 
to the boss on a basis of $25.00 per 
week drawing account. After six 
months he was six hundred dollars 
in the red with no commissions to 
offset it. He was a drawing account 
and not an appliance salesman. 

Total sales percentage of the above 
dealer was not prohibitive for the 
commission base was under ten per 


such a system are to be controlled. 
A salaried sales force must be built 
slowly or costs will get very badly out 
of control. The men must be selected 
from other organizations in which they 
have proved their ability. The hit and 
miss method of getting men on 
straight commission would be plain 
business suicide for straight salary. 
There are two chief objections to 
straight salary as we see it. First, the 
men must be driven from morning 
until evening five or six days a week 
to get required volume. Second, and 
the worst, there is no money incentive 
for the men to go beyond the quota 
necessary to earn their salaries. 
Some of the advantages of straight 
salary are—the men usually stick on 
the job; they feel themselves a definite 
part of the business; they are easily 
controlled and directed. Trouble is 


SALESMEN... 
Payment Control 


The Second of Two Articles ...by Ernest C. Hastings 


hundreds of variations of the three, 
but we do not have the space to go 
into them at this time. 

We say, without reservation, we 
have never met a boss paying straight 
commission who was satisfied with his 
sales set-up. He is usually the man 
who classes salesmen as “bums”. Let 
us see why. 

If he sticks rigidly to his commis- 
sion basis he has little or no control 
over his men. They go, come, and 
do as they please. Why shouldn’t 
they? They have no feeling of loyalty 
or security in their job. They can 
establish the same relationship with 
any one of several other firms in the 
community selling anything from silk 
hose to automobiles. They are the 
avid readers of the “help wanted” 
columns. The minute there appears 
what looks like a greener field they 
are off to it. 

The hard-boiled boss who pays com- 
mission only does keep his sales per- 
centage within bounds but he does not 
get his share of the appliance sales of 
the territory. 

Then there is the appliance seller 
who works on a straight commission 
basis but who allows a drawing ac- 
count. 

Some are successful 
method but most are not. 


with this 
It attracts 
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cent. The salesmen who made their 
draw, or more, had to be penalized to 
take care of our Texas friend, and 
others like him. 


Those Red Figures 


Another bad feature of commission 
with drawing account is the building 
up of red figures in the very beginning 
of employment. When or if this be- 
comes sizeable the salesman quickly 
looses interest and enthusiasm in his 
job. After a time he considers the 
wiping out of his “red” hopeless and 
is off to find another position. 

When you find a boss who is satis- 
fied with his commission and drawing 
account plan you can rest assured he 
would be equally happy with a salary 
and commission basis. Yes he would 
be happier for he would get a higher 
type of salesmen. He is the sales 
manager type who knows how to pick, 
train and inspire his men. It is un- 
fortunate there aren’t more of him. 

Straight salary is the next form of 
compensation. There are some who 
favor it, but it certainly is only for the 
boss with the knowledge and capabil- 
ity for hard driving sales management. 
To be economical it must be worked 
on a quota basis, and those quotas 
must be obtained if selling costs under 


they take too much of the latter. 

Finally comes the salary and com- 
mission or bonus plan. It is almost 
always found to be the one used by 
appliance sellers who are most satis- 
fied with their business, their sales- 
men and their profits. 

You may accuse us of being biased 
in favor of this plan. If we are it is 
only because it appears to give such 
universal satisfaction where honestly 
used. 


Salary Plus Commission 


The things necessary to establish a 
salary and commission basis are—an 
accurate knowledge of how, many 
major appliances a fairly good man 
will average for each of the fifty-two 
weeks of the year; the maximum sales 
percentage that can be used without 
jeopardizing profits; the number of 
men you can have in the territory so 
that each will have ample prospects ; 
the ability of the boss to do a good job 
of sales directing; a reputation in the 
community for honest merchandising ; 
and a real enthusiasm for the major 
appliance business. 

Perhaps some of our readers would 
like to know how a typical salary and 
commission is worked out. We will 


(Please turn to page 38) 
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Space Heaters 


OBODY ever sp 
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lenty tough business it is—for fu 
They are t to make eV. The 
stock in trade is a e, a display 
appliances, salesmen, the ability to 
finance their sales, the good-will of a 
community and a list of customers and 


When 


one appil 


prospects as long as your arm. 
they have sold a customer 
ince beginning of a 
And the only 
thing a good dealer worries about is 


the same 


that’s only the 
beautiful friendship 
running out of things to sell 
customer. 


1 


As recently as two or three years, 


ago, they caught on to the oil-burning 


space heater a brand new appliance. 
It fulfilled all the requirements of a 
good specialty major item: the num- 


ber of old, 


pot-bellied coal burners 
rusticating in ] 


kitchens, par 


rs. gven- 
rs, gen 


eral stores, offices, warehouses, 
garages, camps, and what-not proved 
the contention that a good hunk of 


the country had been brought up on 


spot heating and that 
suburbanites of the big cities 
in for central heating; 
burning of oil was as 
superior to the old method as electri 


light over the kerosene 


m.-lit 
stream-ill 


ind efficient 


lamp: it’s 


Wright’s first flyir 


air-liner; and it carried a two-fisted 
profit based on a price range which 
made it a natural even for the Jeeter 
Lesters of Tobacco Road. 


Old Stuff to Some 


Did the dealers yawn and say “So 
what?”. Not so’s you could notice it. 
We did a piece in this magazine about 
a year ago, June, 1939, to be exact 
It was called “Getting Into Oil Space 
Heater Business” and it 
for the prime purpose of 


facts together 


was written 
bringing the 
for those dealers who 
maybe hadn’t seen the light up to that 
time. A bunch of them had, of course, 
and to them the article was just old 
stuff. Hell, they’d been selling space 
heaters before 


even we had heard of 


Within the past five years, a new major appliance . . . the oil 


space heater . . . has jumped to a favorable place in the specialty 


dealer's business . . . A second look at a growing industry 


There are about 15,000,000 families, roughly, without any form of central heating in the combined rural and urban market. 
About 2,000,000 oil space heaters have been sold at an average price of about $65. 


them. But another bunch hadn’t and 
they began writing letters to us and 
to the manufacturers asking to be let 
in on the ground floor. One manu- 
facturer questionnaired 27,500 deal- 
ers in the United States and asked 
them if they were selling oil space 
heaters. He got answers from 850— 
which, in case you don’t know it is a 
pretty good return considering how 
many questions he wanted answered— 
and found that 461 or almost 55 per 
cent were in the business. A good 
percentage of these dealers that were 
already in the business were straight 
electrical The rest of the 
replies came from department stores, 
furniture stores, hardware men, radio 
and music outlets, all handling appli- 
So, considering the fact that 
only a couple of years have gone by in 
modern space heater history from the 


dealers. 


ances. 


electrical specialty dealer's standpoint, 
it’s a fair bet to say that they’re on 
their toes when it comes to sniffing out 
the dollar profits. 


2,000,000 Sold 


Now we're not going to give you 
a long list of figures on the market for 
oil space heaters—this time. If any 
dealer or distributor is interested the 
figures are all in the June, 1939 article 
and we'll be glad to supply ’em for 
anybody who is interested. We will 
say that there have been roughly 
2,000,000 oil space heaters sold; that 
there are about 15,000,000 families 
without any form of central heating— 
which takes in both the urban and 
rural markets; and that these space 
heaters have sold at an average price 
(last year) of about $65. You can’t 
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apply any of the usual yard-sticks | 


market. Tie 
(24,450,000 


the oil space heater 
down to wired homes 


the United States) and you stum)! 
over the fact that half of these hav 
central heating; that space _heate! 
without electric fans for forced circula- 
tion can be sold in unwired home: 
that even homes with central heat ha\ 
outhouses, gree! 
houses, summer camps and all the re=! 
Tie it down to geographic locatio 
where a large section of the count! 


garages, attics, 


enjoys a kind of perpetual spr! 
(that’s what the Chamber of Co 


merce leaflets say) and you laug!- 


ingly remember that there were icic 


in Miami last winter and that almos 


any kind of a heating device sold 


a premium over whole gobs of [lof 
and the southern states. 


That's wher 
the space heater shines. It «vest! 
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By Laurence Wray 


st too much for the average family 
climates 
vhere they might ordinarily be out in 
the front yard getting a sun-tan. Tie 
t down to the rural market alone 
where the good old fashioned stove 
as held sway for so long and you 
ome smack up against the fact that 
irban districts have gone for them by 
the hundreds of thousands. 

Nope. The space heater market 
efies any of the usual classifications. 
t just won’t be pigeon-holed. The 
smart thing to do is to find as many 
jour-walled enclosures either lacking 
ntirely some form of heating or en- 
wing (?) the uncertain benefits of 
somo dodo-type heater and then go in 
and sell. And right here is where we 
vant to make a suggestion both to 
those dealers who think they are in 
the oil space heater business now be- 
cause they bought half-a-dozen some 
time and to those dealers who, as yet, 
iaven’t found out that there is another 
noney-making appliance on _ the 
narket. It’s the same old suggestion 
that sold 14,579,000 washers, 
13,700,000 refrigerators, 11,834,000 
‘leaners and untold millions of smaller 
specialty appliances over the past 
years. And that is to take a notebook 
ind a pencil and go up and down the 
streets of your town finding out some- 
thing about who has heat and who 
isn’t. You don’t have to try to sell 
omething right away. Convince your- 
lf first that this house (make a note) 
nd this office (make a note) and this 
garage and this cabin and store either 


enjoy spot heating in 


Before taking on a 
space heater line, 
study the manufac- 
turers recommenda- 
tions for correct in- 
stallation, service, 
etc. A poor instal- 
ation can spoil 
many a future sale. 


have no form of heating or are getting 
along with the most primitive, ex- 
pensive, dirty, smoky, 
foul piece of apparatus ever dignified 
by the name heater. If you are not in 
the business after having made your 
own personal survey of your own par- 
ticular bailiwick, then a glance down 
at the number of notes you have made 
—all of them the hottest kind of 
prospects—will send you scurrying to 
your desk to write for full particulars 
ona good oil space heater. If you 
are in the business and some of those 
half-dozen space heaters you bought 
have been shoved back of your trade- 
ins and you have been waiting for 
some one to peer over them to find out 
that you have space heaters, then a 
glance at the notes you have maile 
should send you or your salesmen out 
hot-foot to dispose of the stock and put 
some cash in the till. 

Try putting a space heater in places 
where it will be seen by a lot of 
people: in depot waiting rooms, bus 
stations, terminals, filling: stations and 
the like. This kind of suggestive sell- 
ing will help swell the list of pros- 
pects. Make up a list of the present 
users of oil heaters in your 
community and use it as a clincher. 
Canvass the summer camps around the 
lakes and hill country, find out who 
owns them and remind them of the 
chilly nights they put in last summer. 
If there are any warehouses or storage 
buildings around your town (and 
where aren’t there?) look for a cubby 
hole office which is usually unheated 


troublesome, 


space 
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The oil space heater has taken its place as a fast-selling item in the electrical 
specialty dealer's line along with washers, refrigerators, ranges and water heaters. 


or boasts some decrepit coal stove. 
Prospects are all around you. If a 
family has central heating, take a 
gander at the garage and remind the 
head of the family that his car is 
damn hard to start on cold mornings. 
The list is endless, the product does a 
job, the price is reasonable and you'll 
find a source of summer and fall busi- 
ness that will knock your eye out. 


What Dealers Say 


Don’t take our word for it. A re- 
frigerator distributor has this to say: 

“We've been selling refrigerators 
for ten years and it is naturally our 
best volume and profit item, but here’s 
the surprising thing about the heater 
business: already in two short months 
it is in No. 2 position from a stand- 
point of volume and profit and very 
frankly considered by dealers as a 
‘hot’ line. ....” 

And here’s a_ hardware 
testimony to a manufacturer: 


jobber’s 


“We have been distributing your 
line of—oil heaters for almost three 
years. During this period of time you 
are aware that our combined houses 
have sold many thousands of your 
heaters, and we have had the best oi 
success with the same... ” 

Another appliance 
dealer: 

“The which we have 
assumed is producing double the 
amount of business we anticipated. 


distributor- 


territory 


After retailing heaters for two years 
we know that the rush is near at hand. 
If our retail sales and wholesale sales 
continue as they have started, it looks 
as though the—line is going to be one 
of our most profitable operations.” 
Those are only samples of letters 


which every manufacturer has filed. 
It’s amazing when you come to 
think of it that there were only 


250,000 oil space heaters sold in 1939, 
The figures for 1940 should be nearer 
350,000 or 400,000 units. Space 
heaters then have a fairly low satura- 
tion or “acceptance index”, as we 
prefer to call it, to date. But every 
new device—or radically improved one 
—faces the same obstacle. Once one 
million of them are in use the sales 
usually begin to spurt of their own 
volition. Word of mouth advertising, 
satishied customers, the multiplication 
of displays and selling effort all tend 
to get the ball rolling. That’s about 
where the oil space heater is now. 
The ball is rolling and the next few 
years should see the figures 
doubled and trebled. 


sales 


What to Watch Out For 


Having gone this far along the trail 
to let you know that we think oil 
space heaters rate the attention and 
energetic promotion of every wide- 
awake dealer, we want to go on record 
in the matter of difficulties which may 

(Please turn to page 32) 
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By 
Clotilde Grunsky 


AST year the Board of Super- 
visors of the City of Alameda, 
California passed a resolution 

adopting the “Reno Plan” 
merchandising as the 


of electrical 
system under 
which their city light department is to 
operate. The “Reno Plan”’—it reads 
just that way in the minutes. About 
two years ago the Portland General 
Electric Company of Portland, Oregon 
also adopted the “Reno Plan” of mer- 
chandising and recently they re- 
viewed the progress made and decided 
that they were satisfied with what they 
had done. Incidentally they had im- 
ported Fred Hodges from Reno in the 
meantime, to help them to put it into 
effect. 

What is this Reno Plan? 
does it work in its 

Well, there 
It was adopted by the Sierra Pacific 
Power Reno, Nevada 
about seven years ago and you prob- 
ably read about it in ELEcTRICAL MEr- 
CHANDISING when it was written up- 
some years back. It is very simple. 
It is still running just as it was 
adopted when H. A. Lemmon, now 
general manager of company, first put 
it into effect in 1932. 
little money to operate. 
to be effective. 


And how 
own home town? 
is nothing new about it. 


Company, in 


It costs very 
And it seems 
At least Reno, where 
it is in effect, took most of the records 
among power companies for the num- 
ber of major appliances sold per thous- 
and customers last year. Not that the 
Sierra Pacific Company made the 
record—it was the dealers that did all 
the selling. For that is the Reno Plan. 

Just to go back a bit and refresh 
your memory. In 1931, the Sierra 
Pacific Power Company did a whale 
of a business in electrical merchandise. 
It was the biggest year in volume of 
appliance selling the company had 
ever had. In other respects, however, 
things were in rather a bad way. 
Public relations were bad. The gov- 
ernor of the state ran, and was elected, 
on an anti-power company program. 
Likewise the mayor of Reno. It was 
a sure-fire method of getting votes to 
run down the “power trust” in a good 
fiery speech. Moreover, industry rela- 
tions were not too good. There were 
only five or six dealers on the whole 
power system (and they were near 
the starvation point) but they seemed 
to be stirring up a lot of trouble. 
There was even a bill introduced in 


PAGE 16 


RENO-VATIN 
the 


the legislature to force the power com- 
pany out of the merchandising busi- 
ness. It was defeated, but the whole 
thing was pretty unpleasant. 

It was then that H. A. Lemmon, 
conferring with George Campbell, at 
that time president of the company, 
decided that some radical change ought 
to be made. But what? He analyzed 
the “customer complaint” files for the 
last few years. There were quite a 
few of them. He took a trip up and 
down the Pacific Coast talking to deal- 
ers. He didn’t interview the power 
company heads—he knew what they 
had to say. He talked with the man 
who was trying to sell appliances from 
a shop of his own. And he came home 
convinced that it would be a good 
thing for his company to go out of the 


appliance selling business. 


The Company Quits 


So they did. 
called 
of them, 


Just like that. They 
all five 
what they 


the dealers together, 
them 


and told 


A. L. PIERCE 


Sales Manager, Sierra Pacific Power Co. 


planned to do. The dealers didn’t be- 
lieve it, but they were willing to wait 
and see what would happen. They 
found out that Lemmon meant ex- 
actly what he said. The power com- 
pany was out of the appliance busi- 
ness for good. 

Of course, the utility was still in- 
terested in seeing that its custom- 
ers could still buy the appliances that 


H. A. LEMMON 
General Manager, Sierra Pacific Power Co. 


consume electricity and, genuinely, it 
was interested in seeing that the deal- 
ers who sold the appliances could 
make a profit. For the essence of the 
plan was the recognition of the fact 
that only when the dealers were pros- 
perous would they do a good job of 
selling. It recognized, moreover, that 
the power company has some obliga- 
tion to pay part of the expense of 
putting domestic load on the line. So 
the plan they adopted included: 


1. A bonus paid dealers for the sale of 
each electric range, electric water 
heater, electric refrigerator and for 
space heaters of 2-kw. capacity or over. 
This amounts to 50c per kilowatt for 
each kw. of electric range or cooking 
device having at least 3-kw. capacity, 
$2 for an electric water heaters having 
at least |-kw. capacity, $2 per electric 
refrigerator of at least 4 cu-ft. capacity, 
and $I per kw. for space heaters. Com- 
mercial refrigeration was paid for at $1 
per hp., if there was more than a 2-hp. 
load. 


2. A wiring allowance of $35 on the in- 
stallation of an electric range of at least 
8-kw. capacity which replaced a com- 
petitive fuel (not gas—the power com- 


pany sells gas, too). Only single family 
dwellings were included, or for duplexes 
‘one allowance only was made. New 
homes had to pay for their own wiring: 


3. The power company shared one ha! 
the cost of newspaper advertising 0” 
copy featuring electric ranges, water 
heaters, refrigerators, space heaters and 
announcements of cooking schools. Copy 
was to be approved before insertion. 
4. They offered to help in any “reason 
able manner’ in cooking schools pro- 
moted by dealers. The utility maintains 
a home service girl who follows up major 
appliance sales and helps with cooking 
schools and demonstrations. 


This original plan still stands to 
day just as it was written, except that 
as conditions progressed, air condition 
ing was added to the appliances 1 
cluded in the bonus and advertising 
allowance. No change in commercial 
program for seven years! That + 
something of a record in itseli 

This is absolutely the whole pla! 
And when that is said, it probably 
means both more and less than is * 
first apparent. It means less, becatst 
it means that the power company 4 
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The “Reno Plan” is still going strong 
in Nevada after a seven-year trial 
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Art Wiley of The Lighthouse, 


George Hecker of the 
Carson City, Nev. 


Pittsburgh Electric Co., Reno 


G. H. Mudd, sales manager, 


Otto Darlin, Tahoe City, 
Howell Electric Co., Reno 


Lake Tahoe, Cal. 


George Martin of the 
Commercial Electric Co., Carson City 


Harry Linnecke, of the 
Linnecke Electric Co., Reno 


Claude Saviers of 
H. E. Saviers & Son, Reno 


Julius Broili of the 
Nevada Machinery & Electric, Reno 
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A preliminary re- 
port on the co- 
operative set-up in 
Reno appeared in 
this magazine in 


June, 1936. Here- 
with it is brought 
up to date. 


not put on any crew of follow-up 
men to help the dealers or to see that 
they did a good job. The company 
put on no campaign of advertising. 
It did not plan a calendar of events 
and encourage the dealer to follow 
this plan. . It did not, in fact, do any 
of the score of things which power 
companies have done elsewhere to 
speed up the merchandising program. 
On the other hand, it did put a spirit 
of helpfulness and fair dealing into 
the thing which is after all the es- 
sence of the whole program. 


Company Interest Same as 
Dealers 


It is easy to say that what the Reno 
plan consists of, is for the power 
company to go out of the merchan- 
dising business, but that is not the 
whole story. Lots of companies can 
quit merchandising and all that will 
happen is that no merchandise will be 
sold. What makes the plan in Reno 
work is more than that. What has 
happened is that the power company 
has recognized that its interests are 
the same as those of its dealers—and 
it has set out to remove all obstacles 
in the form of competitive aims which 
would, however good the intentions, 
stand in the way of those common 
interests. The thing is intangible, but 
it is real. And it works. Here are 
some seven-year-after figures to show 
that it has worked. 

Reno last year sold 76.4 ranges for 
every thousand wired homes on the 
company’s lines. That is a_ record 
for the Pacific Coast (Idaho was 
next with 67 ranges), and probably 
for the nation. The Nevada deal- 
ers sold every one of them. Remem- 


ber in this connection that this is a 
district in which the power company 
also sells gas. Moreover, its cooking 
tates are not particularly low. 

The company does not push water 
heating because that remains one of 
its best gas markets, but nevertheless 
the record of sales for this district 
was fourth highest on the Pacific Coast 
at 23 water heaters per 1000 homes, 
only below the California~Oregon 
Power, the Idaho Power and - the 
Washington Water Power Company. 
The dealers sold them. In a district 
where the saturation figure for elec- 
tric refrigerators already stands at 
67.4 per cent, the dealers last year sold 
1,101 refrigerators to 11,800 domes- 
tic customers, or one to every tenth 
home. ‘Customers spent on the aver- 
age about $63 per home last year for 
electric appliances. The regional 
average for the West was $38.45 per 
home. 


Dealers Multiplied by Ten 


In the seven years the plan has 
been in operation, the number of deal- 
ers on the power company’s lines 
has increased from the original five 
or six, to fifty-six. Every town in 
Nevada with a population above fifty 
has at least one dealer. And whereas 
formerly not one of them was pros- 
perous enough to employ a salesman, 
there are now 171 dealers’ men out 
in the field, an.average of better 
than three to a store. Most of the 
firms are doing well, too—a good 
number of them are expanding their 
businesses and several are opening 
new stores this vear. 

The power company’s average an- 


(Please turn to page 8%) 
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HE figures are in for the first 
quarter on major appliance sell- 
ing and what a showing. A 
y top in sales for any first quarter 
e 1937, and every indication that 
4) will set an all time high. This 
site the fact most “predictors” 
‘not painting too rosy a picture 
general business this year. 
We do not expect to see the rate 
increase for the first quarter main- 
ned during the next three months. 
ere will be absent some of the in- 
nees which were powerful sales- 
ters the past three months —for 
mple, the price reductions of re- 
gerators. Just the same sales for 
|, May and June should top those 
uy year of the past. 
Please note—the charts on the oppo- 
page use the average annual sales 
the past ten years as the one hun- 
| per cent base. Then 1939 is 
ited for the entire year. This en- 

s one to compare sales for each 
the first three months of 1940 with 

werage and with 1939. 

w for the individual items. 
REFRIGERATORS. There are so 
y things to be optimistic about in 
showing it is hard to keep within 
editorial word-allowance. Even 
wary sales steamed ahead of 1939 
le the industry was in the throes of 
e adjustments. The fear that new 
prices would result in an increase 
units but the dollar volume would 
lisastrously pulled down did not 
terialize. Reduction of price did 
ng a new “income group” into the 
rigerator market but many of those 
ught in bought higher priced 
es. Refrigerator units sold the 
‘t quarter showed a 33.75 per cent 
tease. If these had represented a 
onderant sale of cheap boxes the 
i volume would have been mate- 
ly below the results we have for 
t first quarter, and so would have 
tn the average sale. We expect to 
the average price of March sub- 
itially maintained during the sec- 
quarter, and sales will continue to 
v a substantial increase. 

RONERS. Still a discouraging 
‘ure with a dollar volume loss of 
itle more than a half of one per 
‘for the quarter. There is, how- 
t, one small patch of blue in the 
The public will buy ironers at 
‘er prices as is indicated by almost 
‘| per cent increase in unit sales in 
price range of $30.00 to $49.99— 
erage being $39.50. Prices under 
") also showed almost 234 per 
t increase in unit sales. The second 
tter will show little improvement 
the trend of dollar volume of ironer 


WASHERS. Unit electric sales 
up 6.31 per cent but dollar volume 
VS an increase of over 12 per cent. 
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This is due mostly to an increase in 
sales of washers priced over $70.00— 
a little better than 22} per cent over 
1939. But do not get the impression 
the public has suddenly switched to 
higher priced washers, for the price 
range of $40.00 to $49.99 shows a unit 
increase of more than 314 per cent. 
Indications appear to point to a con- 
centration by the buyer on average 
prices of around $45.00 and $100.00. 
Undoubtedly this industry is selling 
up but definite conclusions just yet 
are too dangerous. However we say, 
without reservation, dollar volume for 
the second quarter of 1940 will top 
that of 1939. 

HAND CLEANERS. Still shoving 
ahead but meeting considerable com- 
petition from the new types of floor 
cleaners. The second quarter of 1940 
will be ahead of 1939 but by a de- 
creasing margin. Sales and produc- 
tion managers will do well to watch 
this item seriously. Its past record is 
so up and up it may well deceive us 
as to the future. 

FLOOR CLEANERS. Frankly this 
chart is not accurate because the only 
average price we could use was that 
of 1939. This is much too high be- 
cause of the promotion of floor cleaners 
by the Consolidated Edison of New 
York which advertised—and we quote 
from one of their window displays— 
“$62.50 regular list price for $36.00 
with old cleaner. $2.45 down in- 
cluding sales tax, $2.45 for 15 months” 
end of the quote. We know the floor 
cleaners sold by Consolidated Edison 
through this plan represent a substan- 
tial percentage of all that were moved 
during the third month. Hence the 
1939 average price may be too high 
but we have insufficient facts to ad- 
just it. Trend predictions for the 
next quarter are difficult where one 
promotion of this nature has thrown 
the entire industry figures out of bal- 
ance. However we predict both units 
and dollar sales will increase for the 
second quarter of 1940 over that of 
1939, 

ELECTRIC RANGES. Last Feb- 
ruary we said, “we do not believe 
there is anything that can prevent the 
trend curve of this item from running 
wild in 1940.” We were wrong. It 
is not running wild it is climbing 
steadily in dollar volume despite an 
average sale decline from $152 January 
to $138 March. Second quarter sales 
percentage increase over 1939 may not 
equal that of the first quarter but it 
still will be plenty high. 

Summing or adding up—major ap- 
pliance sales for the second quarter 
are not apt to equal the percentage of 
gain of that of the first quarter but 
they will be way ahead of the gen- 
eral business curve, and last year’s 
figures. 


1940 


RECORD YEAR 


Statistical Barometer 


REFRIGERATORS 


With March 1940 sales totalling 298,328 
household electric refrigerators, which is 
greater by 17.24% or 43,853 units than 
the volume of March 1939, the Edison 
Electric Institute reports the three 
months’ cumulative volume at 813,880 
refrigerators. Compared with the Janu- 
ary-March 1939 output of 608,503 re- 
frigerators, the 1940 business is up 33.75%. 


MARCH 1940.. 298, 238 refrigerators 


March 1939....... 23 25 54,385 re frige rators 
3 MOS. 1940...... 813,880 refrigerators 
Mos, 19359 608,503 refrigerators 


Further progress of the 6—6.99 cu. ft. 
box is indicated in the three months’ 
NEMA summary reporting 1940 sales by 
sizes of boxes. On the basis of U. 
sales of household electric refrigerators 
by the NEMA membership, it is found 
that 73.94% of the three months’ 1940 
volume was done in the 6—6.99 cu. ft. 
model, compared with 55.33% in the com- 
parable months of 1939. 


Saturation, January 1940—13,701,000 
homes or 56.0% of total wired homes. 
RANGES 


Surpassing the 1939 comparative by 
31.38%, March 1940 sales of household 
electric ranges by the NEMA member- 
ship totaled 39,643 ranges, thus extending 
the first quarter unit volume 27.82% over 
the first quarter of 1939. Compared 
with February a month ago, .the March 
increase amounted to 6,645 ranges or 
20.13%, while compared with January the 
gain was 3,248 ranges or 8.92%. 


MARCH 1940........... 39,643 ranges 


Saturation, January 1940—2,510,000 
homes, or 10.3%, of total wired homes. 


ELECTRIC WASHERS 


Notwithstanding a drop of 1.50%, or 
2,126 units, in electric washer sales of 
March 1940 compared with March 1939, 
the month’s volume as reported by the 
American Washer & Ironer Manufactur- 
ers’ Association showed a gain of 5,434 
washers in the price group of $70-and- 
over, together with a gain of 6,639 wash- 
ers in the $40-$49.99 group. In the 
“Below $40” classification there was a 
loss of 1,318 washers, accompanied by a 
loss of 12,881 washers in the $50-$69.99 
group. Although, as mentioned previ- 
ously, the unit volume of March was 
1.50% less than in March 1939, the retail 
dollar volume registered a gain of 5.53% 
resulting from the sales improvement in 
the top-priced model. 


MARCH 1940.......... 139,782 washers 

Saturation, January 1940—14,579,000 


homes or 59.6% of total wired homes. 


GAS ENGINE WASHERS 


A gain of 21.69% over February a month 
ago, resulting from the 1,773 additional 
gas engine washers sold in March, brings 
the three months total up to 25,053 units. 
Compared with March a year ago, how- 
ever, the month’s unit volume is down 
8.03%, while the three months cumula- 
tive volume is down 14.25%. 

MARCH 1940, 9,948 gas engine washers 


March 1939, 10817 gas engine washers 


3 MOS. 1940, 25,053 gas engine washers 
29,218 gas engine 


3 Mos. 1939, washers 


IRONERS 


Although 1,383 less ironers, or 10.30%, 
were sold in March 1940 than in the cor- 
responding months of 1939, it is noted 
irom the report of the American Washer 
and Ironer Manufacturers’ Association 
that unit sales were up 18.31% or 1,861 
ironers, over February a month ago. 
Comparison with last year on a three 
months’ basis indicates 1940 unit sales 
short by .43% and the retail dollar vol- 
ume off 5.22%. 


.13,431 ironers 
3 MOS. 1940...... 32,604 ironers 
Saturation, January 1940- -1,552,000 
homes, or 6.3% of total wired homes. 


VACUUM CLEANERS 


The vacuum cleaner industry, as reported 
by the Vacuum Cleaner Manufacturers 
Association, sold a total of 147,120 floor 
models in March 1940—a higher volume 
than in any previous month since March 
1937 when the output amounted to 148,113 
units. Compared with 1939, the gain in 
floor cleaner sales was 24,335 units or 
19.82% over March, and 67,297 units or 
23.31% over the first quarter. 

For hand cleaners, unit sales of March 
were reported 5.22% ahead of March 
1939, while the three months’ cumulative 
volume was 10.51% ahead. 


MARCH 1940..147,120 floor cleaners & 
31,009 hand cleaners 

March 1939..... 122,785 floor cleaners & 
29,470 hand cleaners 

.355,975 floor cleaners & 
86,744 hand cleaners 

3 Mos. 1939.....288,678 floor cleaners & 
78,498 hand cleaners 

Saturation, January 1940—11,834,600 

homes, or 48.4% of total wired homes. 


3 MOS. 1940.. 


ROASTERS 


The large cumulative increase in electric 
roaster sales, which amounted to 42.21% 
for the first two months of 1940 com- 
pared with the same months of 1939, was 
reduced to 5.43% for the three months’ 
period when the March loss of 34.81% 
was included in the total. 


10,787 roasters 
3 MOS. 1940............23,816 roasters 


3 Mos. roasters 
Saturation, January 1940—1,000,000 
homes, or 4.1% of total wired homes. 


WATER HEATERS 


NEMA reports the March 1940 volume 
of household electrically-operated water 
heaters at 7,826 units, or 3.50% above 
March 1939. For the three months’ 
period the cumulative increase, effected 
through the large increases of 42.22% 
and 34.88% in January and February, 
stands 23.71% above the three months’ 
volume of 1939. 


MARCH  1940..... 7,826 water heaters 
March 1939 7,561 water heaters 
3 MOS, 1940.. "22°113 water heaters 
Mat. 17,875 water heaters 

Saturation, January  1940—750,000 


homes, or 3.1% of total wired homes. 
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In Philadelphia » « « « the Electrical Association 


CAREFUL scrutiny of the 
pictures on this page will re- 
veal how completely the mod- 


runs an electric kitchen shown below 


plays create in the mind of the public 
that the purchase of refrigerators 
ranges, electric dishwasher sinks an¢ 


ern electric kitchen has come into its cabinets are steps in kitchen modern. 

own. These kitchens are exhibits of izing. and ¢ 

distributors in Philadelphia, participat- The electrical kitchen show, gest 

ing in the annual electric kitchen show, staged in Philadelphia, is one of the rt 

run under the sponsorship of the Elec- activities tied in with the spring driye Ij °°" 

trical Association of Philadelphia. on refrigerators, ranges and water Me" 

According to John A. Morrison, man- heaters. At a recent get-together din. §j SP? 

aging director of the association, the ner of the Electrical Association, over "°° 

show was a sell-out both from the 1,100 distributors, dealers, dealer- grat! 

trade and the public standpoint. salesmen and other industry figures °° 

The picture at the left shows one gathered at the Bellevue-Stratford and 

Ai me, of the cooking schools run in con- Hotel to get the spring selling season °°" 
junction with the show. Note the elec- under way. While their efforts will be 
trical kitchen background. While the along the lines of campaigns on appli- 
2 sale of complete kitchens is the excep- ances, the electric kitchen show ties 

Cooking school run in conjunction with Philadelphia's electric kitchen show. tion rather than the rule, these dis- the activity together. roit 


ITCHENS 
IFTY TEEL K | 


LEWIS ELECTRICAL 


Elliott-Lewis Electrical Co., Kelvinator distributors, showed 
this complete kitchen, advertised free kitchen planning. 


EDAKER by 


CABINETS... 


ao on? 


Wide and spacious was the complete electric kitchen of the 
James J. Pocock Company, Frigidaire distributors in Philadelphia. 


)UDSON BURNS 


ane! 


Attractive design featured the kitchen of the Judson C. Burns 
organization, General Electric distributors in Philadelphia. 


Manufacturers of cabinets found the perfect display place for their wares in the electric 
kitchen show. This is Snedaker's exhibit. 


Pierce-Phelps, Inc., Philco distributors, stressed kitchen cabinets of the Youngstown Pressed i 
Steel Company. 


An idea of the distance Sears-Roebuck has come in appliance merchandising is shown by this 


Modernistic design featured this Westinghouse kitchen at the show. Lettering over various Ri 
Coldspot kitchen at the show. 


sections gave public clue to proper kitchen design. 
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In Detroit... 5. Hudson's 


runs a modernizing bureau 


the public EORGE WASHINGTON, you and went through the nightmare that Fh, JS 
rigerators may not know, once wrote follows when one deals with half a a ce): 
sinks some rules of etiquette. When dozen trades. He saw that the store a 
modern, git came to dining, he said, “Quietly should have a good contractor who has 

a snd quickly reach out and take the big- —_ under his wing a plasterer, a plumber, 
show, gest piece of cake on the plate.” a couple of carpenter helpers and an ae 
one of the The appliance industry hasn’t, so far, electrician. Finding a man who would | 
ring drive jm bee” able to reach out and get the big- rather install kitchens than build ® 
“as « ‘is vest piece of cake on the plate. It has houses and who answered this descrip- 
ether din- supplied time saving, money saving tion, the J. L. Hudson store passed 
isheeh. uns nerchandise. But ‘it has missed in into a new phase of kitchen modern- 
dealer. gratifying that feminine desire to top izing. 
ff everything with style, atmosphere The kitchen planning bureau was 
- Stratford and artistic surroundings—and which moved over adjacent to major appli- # : 
ing season fe CXetts quite as great a pull on the ances. Miss Jean Steere, who is a S 
rts will bey oursestrings as the practical. graduate in architecture from the Uni- % 
on apeli Sitting back on the tenth floor of versity of Michigan, came into the * 
ta L. Hudson Company, of De- picture. Some extremely clever ex- 

troit, where he manages the electrical amples of kitchen modernizing were 


J. B. Ogden has long been a believer in 
kitchen modernizing. 


appliance department, James B. Og: 
den has never been able to overlook 
the fact that there were more strings 
to his bow than merely the utilitarian. 
For a long time he has been striving. 
In fact, next to Hovey’s in Boston, 
Hudson’s had the second General Elec- 
tric kitchen on its floor. It was a 
poem, but the difficulty in transferring 
such $1,800 poetry to the exigencies of 
an every-day kitchen was discourag- 
ing. 

Nevertheless, Mr. Ogden continued 
to pore over the problem much as 
Egyptologists once pored over the 
Rossetti stone, seeking a way to break 
into its mysteries. He next placed 
some kitchen cabinets on the west side 
of the store away from appliances and 
found that this alone was not quite 
the answer. The next step was to get 
a specialist who sold them like hot- 
takes. Still something was lacking. 

Then Mr. Ogden modernized his 
own kitchen to see just what happened 


Miss Jean Steere is able to make 
quick sketches for prospects, sign 
up business from them. 


— 


A store needs at least three colorful kitchens to attract people. 


set up as exhibits. Women who had 
heard of them wandered into the store 
and were quickly taken in tow by the 
deft Miss Steere. 

With her pencil she sat down her 
prospect and sketched out a kitchen 
which followed the dimensions of the 
room as they gave them to her. Re- 
member this, for it was a money saver 
to the store. In nearly all cases the 
contract to do the kitchen was signed 
on the basis of the sketches which 
Miss Steere worked out roughly dur- 


ing the consultation. Hudson’s was 


PITFALLS TO BE AVOIDED IN KITCHEN PLANNING 


- Inasmuch as most executives want to know what to avoid | 


as well as what to do, Electrical Merchandising presents 


these suggestions, gleaned from the Hudson interview: 


1 A kitchen planning department must be associated with 


“specialty selling and the major 


big ticket merchandise. 


The proper personnel is vitally necessary. 


know something about modern housing and who are © 


_ able to be exact in their measuring and —" es 


be done on time in one orto doy, 


_ small amount of kitchen planning exceptionally well. 
quick volume is not to be desired. 


spared the expense of sending a man 
out to measure up the place and drew 
up blueprints and then perhaps lose the 
order. 

Following signing of the contract 
accurate measurements were taken of 
the house and the job properly blue- 
printed. At this time if changes in 
the room were necessary, such as the 
addition of a door or window, extra 
charge was made to the customer. 

In selling this business Miss Steere 
declares that the following steps are 
essential : 

(1) The store needs at least three 
model kitchens with a plentiful splash 
of color in them to attract attention. 

(2) The salesman handling the deal 
should have an abundance of photo- 
graphs illustrating the various possi- 
bilities. Women apparently aren’t able 
to understond blueprints. 

(3) All measurements must be very 
accurate and there must be a full 
understanding that walls are often not 
true, that floors sag in homes. 

“Women come in with definite ideas 
of doing over their kitchens,” Miss 
Steere told Electrical Merchandising. 
“It is essential to pay attention and get 
in the things they want. They may 
want a certain kind of hardware, a 
special drawer to keep the roaster in, 
an unusual arrangement of shelves. If 
you don’t come through on that they 
are disgruntled. As a matter of fact, 
most Kitchens are sold to the husband 
who comes in with his wife. A typical 
kitchen modernization customer is 
over 40, and about 60 per cent of them 
go to wives who like to cook and 
whose husbands think they should 

(Please turn to page 40) 
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SPRING PROMOTION 


The picture "Young Tom Edison" starts a promotional drive in Hart- 


ford, Conn., uniting the industry in a "Cavalcade of Electricity" 


HEY have a way in Hartford, 
Conn. of not missing many 
bets when it comes to promot- 


ing the electrical business. Mr. Sam- 
president of the Hart- 
ford Electric Light Company, scooped 
the industry 


uel Ferguson, 


yn several occasions with 
i dis- 
And when Hart- 


needed range satura- 


improvements in the 
ribution of power. 


ded it 


tion to stimulate interest in electric 
cookery, they went about it in busi- 
ness-like fashion through a unique 


’ campaign that put thou- 
sands on the lines in short order. 

Now the fledgling Hartford Electri- 
cal League, under the inspiration of 


Orrin P. Kilbourne, president, O. P. 
Hartford Electric League, was 
toastmaster on opening night. 
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Carlton E. DeLaney, its managing di- 
rector, is carrying the ball on appli- 
ance promotions. This spring, for 
instance, they’ve just scooped the in- 
dustry again with a Cavalcade of 
Electricity. The thing was a natural 
from the start. Here’s potent M-G-M 
making a picture called “The Young 
l'om Edison,” starring Mickey Rooney 
—a dead-ringer, incidentally, for the 
youthful Edison. Here’s the 
movie mogul following it up 
Spencer Tracy playing the part of 
“Edison the Man” to be released 
some time in June according to present 
plans. 


same 
with 


What better chance to grab a lion’s 


Kilbourne, Willis R. Whitney of G-E research 
fame, H. L. Andrews, G-E vice president; John Edison 
Sloane, the inventor's grandson; and W. Fred Hornsby. 


ivr 


share of attention to the electrical in- 
dustry and the appliance business than 
a city-wide tie-up of all the elements 
of the electrical business? All you 
need is a big show to hang it on. 
Well, they had the show, all right. 
For three days they jammed the big 
Bushnell Memorial Hall with over 
14,000 people. They got over 500 col- 
umn inches of free publicity from the 
Hartford press. They even got on the 
front pages of the newspapers and 
editorials hailing the industry for its 
emancipation of women from house- 
hold drudgery. That’s the kind of 
publicity you can’t buy. 

And it all started because there is 


Montgomery Waddell, Edison Pioneer, Samuel Ferguson, 
Light Co., 
Kilbourne, president of the Electric League. 


president, Hartford Electric 


Above is the two-page news- 
paper spread which announced 
the Cavalcade of Electricity to 
Hartford. At left are two shots 
of the fashion parade during 
the big, three-day show. Note 
appliance and electric kitchen 
backgrounds. 


customarily some sort of a cooking 
school or show held in Hartford dur- 
ing the spring months to get the sea- 
son under way with a bang. For 
the past few years it has been t! 
Hartford Home Progress Show— 
kind of combination exhibit of the 
food, furniture and electrical industr: 
sponsored by the Hartford Time 
But the dealers were finding this big 
show business a bit of a headache 
It meant they had to tie up stocks o! 
refrigerators, ranges and washers | 
their individual exhibits at the hall; : 
meant that one or two of their gooc 
men had to be on hand at the exhibit 


(Please turn to page 93) 


Carl Robbins of Genera! Ele 
tric devised big variety show 
for Cavalcade of Electricity 


and O. P. 
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PREMIER PARTNERS are Cleaning Up! 
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f Electricity 


DISING 


WERE 
GOOD NEWS 


They've “got everything”’—these Premier Partners! 
They're built right—and they're getting the right 
build-up, one that’s made them the talk of the 
trade! Housewives are talking, too—and their word- 
of-mouth advertising for these ‘“two-dirt-zone” 
cleaners is as valuable to dealers as any other part 
of the big, powerful Premier selling program. Step 
right in and get your share of those “Partners’ 
profits”. Next to operating the mint, Premier 


Partners are the best way to make money. 


PREMIER PARTNERS ¢ 2 CLEANERS 


The Vac-Kit for the Dirt Zone ABOVE the Floor 
The Floor Model for the Dirt Zone ON the Floor$ .50 


Other combinations selling up to. ..... 


{Prices slightly higher west of the Rockies} 
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-TO DEALERS! 


Cleaning Up 
TO DIRT! BOTH DIRT ZONES 


for Housewives! 


t 


Premier Year” 
SAY 


The Housewives of America 


and 


NATIONAL MAGAZINE ADS 
NEWSPAPER ADS 

CONSUMER FOLDERS 

WINDOW DISPLAYS 

FLOOR DISPLAYS 

DISPLAY TAGS 

CONSUMER EDUCATION PROGRAM 


PREMIER DIVISION, ELECTRIC VACUUM CLEANER COMPANY, INC. 
1734 Ivanhoe Road + Cleveland, Ohio 


Send me at once full information on Premier Partners 
and Premier’s profit-building promotion, 


Name. 

Company 

Address EM-5 
PAGE 23 


| 
3 
4 
* 


Small boys give rapt attention as E. J. Dykstra, district manager of 
the Farnsworth Corporation, speaks over the public address system. i 


HIGHLIGHTS FROM THE PALMER BUSINESS PHILOSOPHY 


HEN we sold the first refrigerator, we decided that one 

of the main things in business was to give service. Mr. Harry 
Naylor has been with us for 10 years as our service man on Norge 
refrigerators. He goes to the factory or to Louisville every so 
often and keeps up on all the new methods of service. He is a 
graduate of the Refrigeration and Air Conditioning Institute of 
Chicago. Every year we go out and service check all the refrig- 
erators we have sold. 


We have a complete radio service department—the best in 
‘ town. We take good care of our customers. 


We sell a $49.50 washer with just as much pride as we do a 
$200 refrigerator because we know just how good it is and we 
try to instill this pride of ownership in our customers. 


We have always made it a point to have the customers make 
their payments in our store rather than to send the payments 
to a bank or finance company. We feel that personal contact 
each month means so much to us and you can rest assured if 


they buy a refrigerator it isn't long until they have a range or 
a washer. 


John Waller and myself are good salesmen, but Mrs. Palmer 
is the outstanding salesperson in our town and everyone knows it. 


We like our business and are very happy in it. 
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PUBLIC entertainment ar- 


A recently by a 
town appliance dealer and his 


ranged small 
business partner wife to celebrate the 
17th anniversary of their company, 
had a unique climax when 8,000 
guests took over and transformed the 
affair into a rousing testimonial for 
the hosts ... who promptly forgot 
their speeches. 

The hosts were Grace and Gaylord 
Palmer of the Palmer Electric Com- 
pany, leading appliance dealers in the 
town of Washington, Indiana, a rail- 
road town with a population of some- 
thing over 8,000. The crowd, which 
included guests from four surround- 
ing counties, was the largest ever 
assembled in the huge Washington 
Community Gymnasium, frequent 
scene of hot intersectional basketball 
rivalry. 

Several factors contributed toward 
the surprising size and enthusiasm of 
the affair: 

1—The high personal popularity of 
the Palmers, whose store is a retail 
outlet for products of Norge Division 
Borg-Warner Corporation and for 
Farnsworth radios. 

2—The long primary invitation list 
of 1,600 Norge owners to whom the 
Palmers have sold appliances, includ- 
ing 600 refrigerators, in Washington 
alone. 

3—Keen interest in matters electri- 
cal among rural residents invited from 
nearby counties where a Rural Elec- 
trification Membership Corporation 
project is providing 3,000 homes with 
electric service from the Washington 
Municipal Electric plant through lines 
financed by a $325,000 government 
loan. 

4—Door prizes, including a Norge 
refrigerator and washer, radios, roast- 
ers, mixers, toasters, etc., with a total 
retail value of approximately $500. 

5—Entertainment program provided 
by a group of WLS radio stars from 


Chicago. 
Mr. Palmer gives his wife full 
credit for the party idea. “Let's 
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Here's only a partial view of the auditorium crowd of 8,000 guests who cam 


have a jamboree for our customer: 
who have been so faithful and traded 
with us so constantly,” he quotes her 
“Let’s give a party to show the: 
that we appreciate their support. And 
let’s include all these people who soor 
will be having electricity in their 
homes.” The plan grew and its pro- 
motion included some features that 
some of the big merchandisers might 
well jot down for future reference. 

Personal invitations were sent t 
all the Palmer Electric customers and 
to all in their district who have signed 
with the Rural Electrification Mem- 
bership Corporation. Handbills wer: 
printed and a special eight-page sec- 
tion of the Washington Democrat 
supplemented other advance news- 
paper advertising and publicity. The 
handbills and special sections were 
distributed through school children in 
Washington and nearby communities 
A complete telephone survey was 
made among all phone owners in 
Washington. Invitations even were 
sent to former customers who have 
moved away. 

Special decorations were installed 
in the big gymnasium and the 6,0) 
seating capacity was raised by 1,500 
chairs on the playing floor. Interest- 
ing exhibits and operating electric 
appliances lined the hall: a “contrast 
demonstration” with a Negro mamm\ 
using an old-fashioned hand iron and 
an attractive girl seated at a Norge 
electric ironer; frozen foods; ice- 
box cookies, electric bulb manufac- 
turing processes with the largest and 
smallest bulbs in the world on dis- 
play; electric water pumps, etc. 

High school sorority girls regis- 
tered the guests (who checked the 
appliances in which they were inter- 
ested from among a printed list of 12). 
This latter idea, according to Palmer, 
has provided a prospect list that will 
require months to canvass. The girls 
also pinned identification ribbons bear- 
ing the legend “I am a Norge User” 
on the 1,000 owners of Norge prod- 
ucts among the guests. 


aay 

nd 

— 


said Mrs. Palmer— 


8,000 GUESTS CAME 
FROM FOUR COUNTIES 


sts who camefied Mrs. Palmer celebrate the |7th anniversary of their appliance business. 


customer: 
and traded 


Included among the speakers at the 
Jamboree were J. L. Willenbrink, 


hundred were turned away. 
Throughout the evening the pro- 


juotes her. Myice-president and manager of the gram was broken at 15-minute inter- 
how them MSutcliffe Company, Norge distribu- vals by musical numbers and by draw- 
»port. And rs at Louisville; N. M. Forsythe, ings for door prizes. Near the close 
who soon western sales manager for Norge; of the evening someone in the radio 
in their HR. H. Pizor, regional sales manager orchestra struck up “Happy Birthday 
id its pro- Mor Norge; E. J. Dykstra, district to You.” 
tures that Msales manager for Farnsworth; Fred Every guest among the thousands 
sers might HC. Marks, manager of the Daviess- crowding the hall joined in, while 
*ference. Martin County R.E.M.C., and J. R. the Palmers held hands, looked at 
e sent to Coleman of the Radio Corporation of each other mistily, swallowed hard 
omers and # America. and forgot their pieces. 


ave signed 
ion Mem- 
bills wer: 


Flowers from friends and business 
ssociates in a half dozen states 
inked the stage when the afternoon 


Until 1929, the Palmer Company 
had: done a moderately successful re- 
tail business in radios, tires, bat- 


page sec- Hoarty started. The attendance in the’ teries and similar products. Then 
Democrat @ xiternoon was about 2,000. Many of Palmer arranged to introduce Norge 
ce news- afternoon guests brought lunches refrigeration in Washington. Since 
city. The Mand remained for the second session going into appliances, the Palmer 
ons were well. Immediately after dinner Company has steadily grown and 
hildren in HH the big evening crowd started to ar- prospered. Last year it grossed $60,- 
nmunities. fH rive. 000 and the Palmers hope to exceed 
rvey was They came afoot; they came in that figure by a wide margin in 1940. 
wners utomobiles which occupied all avail- Incidentally, their first two refrig- 
ven were Mable parking space for blocks around; erator customers, Mrs. J. D. Arring- 
who have Mthey even came in special school ton and Mrs. William L. McCormick, 
uses. Including standees, the eve- were honored guests at the birthday 

installed J ning crowd exceeded 8,000. Several celebration party. 

the 6,00) 

by 1,500 
Ber Gaylord and Grace Palmer with 
s flowers sent her by executives of 
contrast Norge Division Borg-Warner Cor- 
mammy poration. 

iron and 

a Norge 
ods; ice- 

manufac- 
rgest and 
on dis- 

etc. The interior of the Palmer appliance 
Is regis- store at Washington, Indiana, is clean, 


cked the 
‘re inter- 
st of 12). 
» Palmer, 
that will 
The girls 
ons bear- 
ge User” 
ge prod- 


modern and inviting. Three major 
appliances—refrigerators, washers and 
ranges dominate the layout. Last 
year the store grossed $60,000. 
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‘|BRIGGS & STRATTON 


MI WIS US 


IN SMALL = 
GASOLINE YOUR ASSURANCE OF # hy. 
M O T O R Ss DEPENDABLE POWER een 
. The name, “Briggs & Stratton,” is an added tand| 
mark of value on any piece of gasoline dy 
motor powered equipment. 4 
ABriggs & Stratton motor signifies finer per- Pg ~ 
formance, economy of operation, and longer ee 
satisfactory service—unrivaled user accept. ad y 
ance—a reputation for dependable power et 
that has won more than a million owner ‘Se 
It is a “talking point” of great importance: ashe 
When equipment is powered by Briggs & " 
Stratton the sale is made easier and wart 
the profits stay in the dealer's lly 
BRIGGS & STRATTON COMBE 
MILWAUKEE, WISCONSEM any 
lot 
ark 
I ve 
for h 
2 th 
the 
wne' 
WI 
steep 
mere 
hem 
1ine 
assu 
n tl 
STANDARD EQUIPMENT ON ite t 
© Lawn Mowers © Tractors, Cultivators Fo 
Washing Machines, Milk Coolers ated 
Sprayers, Dusters, Sorters, Conveyors capac 
©@ Grinders, Mixers, Pulverizers, Graders livis: 
; © Pumps, Water Systems, Compressors son | 
Milking Machines, Separators, Shearers ‘nat 
® Lighting Pionts, Generators, Chargers equip 
® Contractor and Railroad Equipment % wom 
Family Boats, Tenders, Scooters and iw 
, ® hundreds of other applications. = die 
A 
IT’S POWERED RIGHT WHEN IT’S POWERED BY BRIGGS & STRATTON tat 
Th 
wash 
lurth 
Vital 
ule, 
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guide Women 
WASHING CLOTHES 


Survey shows need for home 


T mother’s knee, the big busi- 
ness world believes all women 
learn how to perform their 

pusehold tasks correctly. Feminine 
nstinct does the rest. 

In the washer business the theory 
s especially strong that any woman 
an run a washer. Hasn’t laundering 
ven a household duty for a long, 
ng time? And, from a mechanical 
tandpoint, I do believe that almost 
ay housewife can figure out how to 
ug in the washer that is left on her 
ack porch and get it going. 

But in the imponderables of wash- 
ng, I have my doubts about her. A 
irl may be able to turn a grindstone 
nd yet fail to sharpen a knife on it. 
She may turn on the range and still 
im the meat she fries. 

Simply to be able to operate a 
washer, in my opinion, is not enough. 
It is a matter of common knowledge 
fiat any machinery which does not 
produce satisfactory results is grad- 
ally abandoned. Old attics are full 
i equipment. The fireless cooker 
with its hot stones worked—but too 
any women did not use it properly, 
nd its popularity waned. There are 
lot of clever can openers on the 
market, trick knives for fancy cutting 
i vegetables, and a cute apparatus 
or home decorating of cakes—many 
i these have languished because of 
he lack of skill with which their 
vners used them. 

When prices of washers took a 
seep toboggan in the early 1930's 
here was a tendency to start selling 
them over the counter. Wet ma- 
ines disappeared in stores. It was 
assumed” that the washer had been 
1 the market long enough so that 
every woman understood how to oper- 
ate them. 

For 14 years I have been associ- 
ated with washers and ironers in one 
‘apacity or other in the home service 
ivision of the Commonwealth Edi- 
on Company of Chicago. The fact 
hat we give lectures on laundry 
‘“uipment and our ten home service 
women make calls on new purchasers 
i washers is proof that we do not 
‘lieve instinct can be depended on to 
‘ow them how to get the greatest 
enefit from their purchases. 

A child who is hungry enough will 
fat stale bread without any butter. 
The fact that women do take their 
over-the-counter” purchases and 
vash clothes with them without any 
luther instruction is a tribute to the 
vital part a washer plays in family 
“ie, But just as the hungry young- 


ster will abondon its stale bread at 
the first opportunity so will the house- 
wife desert an appliance if in her 
heart she is not thoroughly sold on it. 
As Ed Delarue of Voss Brothers 
points out, there are six kinds of 
purchasers of washers and each is 
motivated by a different desire. They 
are: 


(1) The woman who does her own 
work, 

(2) The woman who employs a 
laundress by the day. 

(3) The woman who sends her 
clothes to the commercial wet wash 
laundry and irons them herself. 

(4) The woman who uses the wet 
wash laundry and hires a laundress 
to do the ironing. 

(5) The woman who sends the 
laundry out to be washed and ironed. 

(6) The woman who has a maid 
to do all her work. 

Each of these types of customers 
who buys a washer does so to satisfy 
a very definite need. If she does not 
get what she went after, she is nat- 
urally disappointed and in her com- 
ments to friends hurts the sale of 
future washers. 

It is naturally a part of the public 
relations of a utility such as Com- 
monwealth Edison to see that every 
purchaser knows how to operate the 


‘SIX WAYS HOME SERVICE 


which may lead to the sale of a water heater. 
applies to clothes dryers and ironers, 
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instruction of new purchasers 


An Interview with Helen Conlin 


Home Laundry Supervisor 
Commonwealth Edison Company, Chicago 


washer properly. In fact, since May 
22, 1939, it has been mandatory for 
each salesman to report every washer 
sale immediately after he makes it. 
Very shortly thereafter a home serv- 
icewoman calls and gives the house- 
wife the benefit of expert instruction. 
In short, we start the purchaser off 
on the right foot. 

At first blush a dealer selling wash- 
ers might say, “Well, that’s some- 
thing the utility can do but we can’t.” 
Let me tell you about a salesman 
who is working for one of the large 
chains selling washers and ironers. 
Incidentally, the fact that he is pay- 
ing an income tax on $6,000 would 
indicate that he is on the right track. 
He made his money by calling on 
every new user at her home within a 
month after her appliance was in- 


(Please turn to page 42) 
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neighbors who might also be interested. 
Avisit 10. home permits ascertaining what appliances 


Some of the lucky treasure-hunters in the Fullerton, Cal., event display their prizes. 
Treasure hunts are being organized in many Southern California towns. 


Treasure Hunt 


Brings Customers into Southern 
California Dealers’ Stores 


TREASURE hunt which began 
in Fullerton three years ago has 
] 


lually spread to other communi- 
ties in southern California until now 
it has |} which 
form of 


institution 
treasure in the 


ecome an 


produces 


sal for twenty-six towns on the 
lines of the Southern California Edi- 
son Company. 

The event as it started in Fuller- 
ton consisted of a central exposition 
electrical equipment sponsored 
jointly by the power company and 


Customers 


lealers. 


attending 
w were presented with tickets 


earing as many coupons as there 
were ticipating stores, each printed 
with the name of a different dealer. 


rhe entrant was required to fill out 


the upon with name and address 
and t express a prefe rence in elec- 
tr ppliance and then to deposit 
each upon in a box located in the 
partic store names. Only adults 
were permitted to participate in the 
hunt, although these were allowed 
to register on each day of the three- 
day event. Drawings for prizes were 
later ide from the tickets so de- 
pos 1. 

[he Southern California Edison 
Company paid for the rent of the 
vaca tore where the exposition was 
held and donated a grand prize in 
the form of a roaster and table. Both 
ympany and dealers did con- 
siderab advertising of the event. 
Dea furnished the exhibits at the 
expositions and donated one door 


prize each. The local newspaper pro- 


mote e hunt by donating publicity 
and soliciting advertising from pro- 
spt ( ticipants 

A special booth displaying the 
prizes at the Exposition was dec- 
rate 1 treasure ches nd at- 
te t ya gi l in pirat costume 
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gave out the tickets. Demon- 
stration of many of the table appli- 
under way at dealers’ 
Among the prizes were two 
electric roasters, several coffeemak- 
ers, mixer, boudoir lamps, automatic 
iron, automatic toaster, juicer, grill 
cooker, waffle iron and electric toy 
train. 

The public responded 1,700 strong 
to the first Treasure Hunt, with such 
excellent results in sales and interest 
shown in the dealer stores, that it 
was decided to repeat the plan a sec- 
ond year. This time every dealer in 
town participated, and, although the 
time of the hunt was reduced to two 
days, a larger number of the public 
responded. More than 2,200 signed 
cards and deposited them in each deal- 
er’s store. 


who 


ances 
booths. 


Was 


Results as reported by dealers were 
excellent. Women not only brought 
in the tickets, but a large proportion 
of them stopped and talked to the 
dealers. One man reported the sale 
of a Bendix and an electric refrigera- 
tor, with an additional fifteen names 
added to his prospect list whom he 
expects to sell in the near future. 

Here are typical dealer comments : 

“The important thing about the 
sale was the comments of the women 
who next week. They 
say how much they had 
enjoyed the event and then went on 
to talk about merchandise.” 

“When you can bring hundreds and 
thousands of women into your 
store in a couple of days at very 
little cost, the promotion is a dis- 


tinct 


came in the 


came in to 


even 


success.” 

This year a program 
drawn scheduling 
Treasure Hunts for 
size on Southern 
lines 


signified an 


has been 
twenty-six 
towns of medium 
California Edison 
whose dealers have 

interest in promoting 
event. These community 
will last from two to three 
days each, depending upon the size 
of the town and will take place some- 
time between February and October. 


Company 


such an 


games 


Telephone Follow-Up Pays 


HIS story refers to industrial 

customers, not to housewives, but 
the moral reads the same. It is 
“Follow-Up Pays.” It seems that a 
western power company sent out some 
attention compelling promotional mail- 
ing folders to 530 industrial lighting 
customers, and then followed this up 
30 days later by a second barrage. 
There were return postcards attached, 
but only a few came back. The whole 
things was rather discouraging. Then 
someone in the company thought of 
calling up by telephone the 490 cus- 
tomers who had not responded. The 
surprising thing was that 126 of those 
contacted replied that they were 
interested and would be glad to have 
the salesman call. They had mislaid 
the postcard or overlooked it, and any- 
how they had not had time to do any- 


birds you had actually brought d 


thing about it. How many times } 
you wasted some good advertising 
not picking up the dead, or woun 


Long 
ation 
ttract 
pul 
which 
e ext 
n 


by your barrage? Or do you wait 
them actually to fall into your lap? 


One Ironer for 
Every Two Washers 


Y selling his salesmen the 
that the electric ironer is an ¢ 
more important convenience to ¢ 
woman who does her own was! 

than is the electric washing 
chine, L. Ern, manager of the él 
trical appliance department of 
Fifth Street Store, Los Angeles | 
increased the number of ironer sa 
in his department until it may be s2 
that virtually every other sale of : 
electric washing machine involves t 
purchase of an electric ironer as we 


Boston Edison Dresses Up 
Home Service Gals 


“Edison Home Service" in script lettering on the pocket lapel of dark blue 
uniform coats brings to the attention of Boston Edison Company's customers in 
all sections of its service area members of the Edison Home Service staff currently 
engaged in a campaign on electric cooking. The girls have been assigned spe- 
cific territories and make their headquarters at various suburban Edison Shops. 
The new uniforms, coats and hats appeared simultaneously with the move of the 
Company's Promotion Department decentralizing this group of district opera- 
tives who, with a separate group of domestic science experts at Boston, constitute 
the “home service" staff directed by Emma Maurice Tighe. 
Rita Carlin, Marion Taylor, Muriel Kodis, Julia Lynch, Virginia Comstock, and 
Ruth Chamberlain; front, left to right: Marjorie Sprague, Priscilla Flint, Cynth a 
Musche, Ethel Pearson and Adele Randall, 
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Rear, left to right: 
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the standard price, the chief argu- 
ment in its favor being the salesman’s 
own enthusiasm for the electric ironer. 

Mr. Ern takes advantage of promo- 
tions in other parts of the store to 
exhibit appliances. Also the colored 
boys who run the elevators are taught 
to call the attention of passengers to 
special opportunities in laundry equip- 
ment. They are paid a commission on 
sales to customers whom they have 
directed to the department. 


Demonstrations 
Send Sales Up 600% 


IX hundred per cent increase in 
washing machine sales was the 


y times h result of keeping a continuous demon- 
lvertising Wong term payments on these combi- _ stration of electric washing under way 
Or woundefation sales make them particularly in the store of L. M. Turner, as re- 
rought d tractive. The electric washer may ported from Santa Ana, Calif. A well A sign printed with black China crayon on the white face of an electric 
you wait {fife purchased on an 18 mos. contract, equipped laundry room installed in the refrigerator is an effective selling aid according to the experience of Bentley's, 
your lap? Hivhich when an ironer is added, can store permits washing clothes in the electric appliance store in Birmingham, Ala. Thus the refrigerator in effect tells 
e extended to 2 yrs. This means that customer’s presence. This is not its own story, giving price, size, or any other features desired. The crayon mark 
tt more than $1 per month need merely the sloshing around of a few erases easily. In the picture Grady Bentley, proprietor (left), is showing a 
For e paid by the customer in order to colored cloths, but the washing of ‘postscript” refrigerator in store thus 
ishers we the use of both appliances from clothes which have seen the conditions marked is kept displayed in front of the store during business hours. 
start, while to the store a cool of actual wear. Employees take turns 
en the ) has been added to the sale. The in bringing their home wash and do- A Window in Silhouette 
er is an erage price on washers sold in this ing it in the laundry room for demon- 
ence to { re is about $69.50. The increase by stration purposes. Each man in the 4 ae Gt ae 
wn washmigiie sale of an ironer of another $100 sales force, from Mr. Turner down, P< % 
ashing this figure in 40 per cent of the has his day in the week when he is ‘ 
of the ee™males is an important selling achieve- in charge of this work. The floor of & 
ent of s@™ment, worth considerable effort on the laundry room is carpeted to show 
Angeles | e part of the salesmen. that there is nothing messy about h A “Ey 
ironer saif™ Occasionally special prices for com- modern laundry equipment. The store 
may be si nation purchases have been offered, handles four leading makes of washers . 
sale of agpuch as the one-day sale which offered and since this new system of demon- 
involves t combination washer and ironer at $1 stration has been put in effect, sales in | 
as than the price of the ironer all lines have risen. No outside sales- 


ne, but usually the sale is made at 


men are employed. 


For The 


Movies 


Nothing stands out better than black against white. The Powers Furniture Com- 
pany of Portland, Oregon, uses silhouettes effectively to advertise an electric 
refrigerator. 


Establishing An Electrical Department 


When L. E. Baldwin took over the organizing of an electrical department for 


ark blue the Auerbach department store of Salt Lake City, he put into effect many of 
omers in the ideas he had been accumulating through years of retail selling and in his 
currently position as dealer contact man for the Utah Power & Light Company. The new 
ned spe- department, with its complete coverage of all important electrical needs of the 
n Shops. This modern and colorful kitchen, installed near the window of the Pueblo office home, has been extensively advertised in local papers. It boasts many achieve- 
e of the of the Southern Colorado Power Company serves two purposes. For not only ments during the year of its existence, including a record breaking radio sale 
t opere- does it provide a place for demonstrating what can be done with electrical and a special success in the selling of ironers. This is the one appliance which 
onstitute equipment installed in a kitchen, to housewives interested in making a purchase is sold largely in the home, being sent out for approval, with a prompt follow-up 
to right: in the store, but it was also photographed and used in the publicity films which and demonstration. Mr. Baldwin believes that a woman can do the best job in 
ack, and were taken by the commercial movie studios for film shorts of G. E. equipment this field and points to the success of his demonstrator who has an outstanding 
Cynthia in the theaters. The photograph is reproduced from one of these films and record in closing sales. New plans call for further development of the radio 


features Miss Betty Amstutz of the accounting department, with an unnamed 


department and special display of the one outstanding model in each line of 
small friend. 


appliances. 
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STEWART-WARNER PRESENTS THE NEW 


RANGES 


SURFACE UNITS THAT 


ANY 


Q% FASTER!... SAVE UP TO ON CURRENT! 


(TS BONNY AND BIE 
AND THR-R-RIFTIER 
BECAUSE (7 HES EXOCTLY A 
TWE HEAT you NEED! & 


pRICES? 


They're off ! 
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ADVANCEMENTS 
FULL YEAR AHEAD! 


/ PROVIDE NEW, SIMPLER, COMPLETELY FLEXIBLE 
HEAT CONTROL ¢/CUT CURRENT COST TO NEW 
Low COOK BETTER—FASTER—EASIER HAVE 
MORE ‘SELL’ THAN ANYTHING YOU’VE SEEN BEFORE 


TTERLY NEW ADVANTAGES to demonstrate . . . new speed, new 
U current economy, new accuracy and flexibility of heat control, 
new completely automatic cooking, roasting and baking .. . all give 
this year-ahead Stewart-Warner “Scotch Maid” more “sell” than any 
other range you can put on your floor. 


Check for yourself . . . the Scotch 
Maid's new Thrifty-Heat Controls that 
at last make electric heat completely 
flexible—permit as many adjustments 
as the volume control of a radio—and 
cut current costs by providing the thrift- 
iest possible heat for each cooking job. 


Check the exclusive new Thrifty- 
Heat Units, the greatest surface-unit im- 
provement in years—the fastest, evenest- 
heating units yet designed. And the 


Scotch Maid’s exclusive new 5-Way 
Tie / The first complete Timer—first — automatic cook- 
control ing control ever offered. And the ex- 
ytomatic cooking ¢ 
Look pistory! The Stewart- 
in electric range tic Timer starts 


y Autom4a 


varner 5-Wa. 
We s the oven, 


appliance out- 
surface unth 
eun poker both. Electri¢ 
or surjac 
minute-minde? 


lamp 4re included. 


Completely auto 
now here, too 
! 
We've mad, 
en "ft Wart. Stewart- 
> —becausé bak- 


ready! tells 4, 
y. Sorgetting— at 


ANOTHER STEWART-WARNER PRO 
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clusive Duo-Matic control that makes 
the huge Stewart- Warner oven “‘forget- 
proof” ...and saves many a ruined 
baking. 

Actually, these are only the high- 
spots of the demonstrating and selling 
features the beautiful new Stewart- 
Warner Scotch Maid Electric Ranges 
offer you. You'll find a host more that 
make sense on the selling floor—and 
in the kitchen—so see the next page for 
distributor list and get all the facts 
now! Stewart-Warner Corporation, 
Chicago, Illinois. 


You Think 
You'ne Good 


at selling ranges . . . wait ‘til you see 
the Scotch Maid “Automatic Salesman" 
go to work on a prospect! There's 
nothing the industry has ever seen that 
can match it! “It's the nuts,” say experi- 
enced range salesmen, “The smartest 
thing we've ever seen!” 


Just wait 'til YOU see it. 


ELECTRIC RANGES 


ALSO MAKERS OF DUAL-TEMP REFRIGERATORS AND MAGIC KEYBOARD RADIOS 
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FASTER thon he 
/ 9% evious unit! 
The fastest PF 
Spo 
Sun 
warner’s new rod is used 
Stewart ingle rods not tion. Flatter 
s 
alway faster beat transfer .to-clean Te 
3 q —for better, patented easy 
3 flector desig” 
{Gran 
ele UP TO 25% 
j CUrrent! | 
— | 
Steen | . 
Sor eve Cats— the “J Sing yy Lim; 
‘atHage a S the eat 
tak is meeded, only double 
\ 
‘ 
: 
Matically P'e-heated— th wag unit with light, clea ose 
Specs, Y Switched to €” auto. ing matic interior Temper4 WEXT P 
Ba regulay has auto ‘sor. oven d door assures SEE OR 
j a b tter oven results. 


For All Facts on the New 


STEWART-WARNER 
SCOTCH MAID ‘rances 


RANGES 
Call Nearest Distributor Below 


ABBEVILLE, LA. 

Farm & Home Equipment Co. 
ATLANTA, GA., Peaslee-Gaulbert Corp. 
BEAU MONT, TEXAS, The Reed Company 
BILLINGS, MONT. 

Kelley-How-Thomson Co. 
BIRMINGHAM, ALA. 

Stewart- Warner Distributing Co. 
BLUEFIELD, W. VA. 

Blueheld Hardware Co. 
BOSTON, MASS., Graybar Electric Co. 
BUFFALO, NEW YORK : 

Buffalo Nipple & Machine Co. 
BURLINGTON, VT 

Hagar Hardware & Paint Co. 
CHARLESTON, W. VA. 

R. H. Kyle & Company 
CHARLOTTE, N. C. 

Shaw Distributing Co. 
CHICAGO, ILL. 

Stewart- Warner Distributors Co. 
CINCINNATI, OHIO 

Griffith Distributing Corp. 
CLEVELAND, OHIO, The Kane Co. 
COLUMBUS, OHIO 

Appliance Distributing Co. 
DALLAS, TEXAS 

Radio Equipment Co. of Texas 
DAYTON, OHIO 

Ball Store Fixture Co. 

DECATUR, ILL. 

Morehouse & Wells Company 
DENVER, COLO., David C. Dodge, Inc. 
DES MOINES, IOWA 

Luthe Hardware Co. 

DETROIT, MICH., Morley Bros. 
DUBUQUE, IOWA 

The Home Supply Co. 

DULUTH, MINN. 

Kelley-How-Thomson Co. 
EVANSVILLE, IND. 

Small & Schelosky Co 
FRESNO, CAL., B. J. DeJarnatt 
GRAND RAPIDS, MICH., Morley Bros. 
HARTFORD, CONN 

Wood, Alexander & Co. 
HOUSTON, TEXAS 

Forston Distributing Co. 
INDIANAPOLIS, IND 

Griffith Distributing Corp. 
JACKSONVILLE, FLORIDA 

Peaslee-Gaulbert Corp 
KANSAS CITY, MO 

Stewart-W arner-Alemite Co 
KINGSTON, N. Y., Canfield Supply Co. 
KINGSTON, PA., Stull Bros. 
KNOXVILLE, TENN 

House-Hasson Hdw. Co. 
LEWISTON, MAINE 

Lewiston Maytag Co. 

LOS ANGELES, CALIF. 
E. Sherman, Jr. 
LOUISVILLE, KY 

Peaslee-Gaulbert Corp. 
MEMPHIS, TENN 

Southern Distributing Co. 
MIAMI, FLORIDA, Peaslee-Gaulbert Corp. 
MILWAUKEE, WIS. 

Shadbolt & Boyd Company 
NASHVILLE, TENN 

Tafel Electric & Supply Co. 

NEW YORK, N. Y. 

Royal Eastern Electrical Supply Co. 
NORFOLK, VA., Dix Bowers Co. 
NORTH PLATTE, NEBR 

e Kunkel Auto Supply Co. 
OKLAHOMA CITY, OKLA. 

Jenkins Music Co. 

OMAHA, NEBR., Luthe Hardware Co. 
PHILADELPHIA, PA. 

Philadelphia Distributors, Inc. 
PHOENIX, ARIZ. 

C. M. Martin, Wholesale 
PITTSBURGH, PA. 

Brown-Dorrance Elec. Co. 
PORTLAND, OREGON 

Alemite Company of the Northwest 
PROVIDENCE, R. I. 

Good Housekeeping Shops 
RICHMOND, VA., A. R. Tiller, Inc. 
ROCKFORD, ILL. 

Appliance Merchandisers Co. 
ROSSLYN, VA., Hojoca Corp. 
SAGINAW, MICH., Morley Brothers 
ST. LOUIS, MO., Brown Supply Co. 
ST. PAUL, MINN. 

Kelley-How-Thomson Co. 

SAN ANTONIO, TEXAS 

Alemite Company of San Antonio 
SAN FRANCISCO, CALIF. 

Hadicke-Redd & Co. 

SEATTLE, WASH., Domestic Utilities, Inc. 
SPOKANE, WASH. 

Alemite Co. of the Northwest 
SYRACUSE, N. Y., City Electric Co. 
TROY, N. Y., H. A. McRae & Co. Inc. 
TUCSON, ARIZ. 

Arizona Appliance Mart 
WHEELING, W. VA. 

Brown-Dorrance Elec. Co. 
WHITE PLAINS, N. Y. 

ehrer-Nason Co. Inc. 
WICHITA, KANSAS 
The Stewart-Warner Products Co. 
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Space Heaters Crash the Big Time 


be encountered 
must be 


and obstacles which 
surmounted. There never 
was a completely trouble-free major 
specialty appliance in the history of 
this business. If there were there 
would be no need of service men. An 
understanding of some of the peculiar- 
ities of the oil space heater, however, 
may go a long way to avoiding poten- 
tial service calls and insuring cus- 
tomer satisfaction, long life and a 
business that will thrive on mouth-to- 
mouth advertising. 

Number One is to get yourself a 
reputable manufacturer of oil space 
heaters. 

Number Two: When you have de- 
cided what heater you want to take 
on, study the manufacturers recom- 
mendations as to installation, fuel oil 
requirements, capacities, special fea- 
tures. Don’t jump into the business 
without knowing a little about B.t.u.’s 
and what makes the product function 
correctly. You wouldn't try to sell a 
woman a washer without knowing it’s 
capacity, its controls, and all the rest. 

Number Three: Sell a heater of 
adequate capacity to do the job. Don’t 
Many 
fallen into this error by 
virtue of trying to make a sale at a 


heaters for 


send a boy on a man’s errand. 
dealers have 
price. There are spot 
jobs and there are heaters capable of 
taking care of big room areas. 
Number Four: Get to know all you 
can about the place the heater is in- 
tended for. 
a good 


to insure 
will pay 
satisfaction 


In other words, 
installation which 


dividends in customer 


study up on chimneys because right 
there is where most dealers come to 
grief. Because this latter is of the 


utmost importance, we hereby offer a 
And don’t for- 
that it you know something about 


few tips on chimneys. 
get 
chimneys you will immediately gain 
the confidence of the prospect who 
may have been stung on a bum instal- 


lation before you came along. 


Watch the Chimneys 


In the first place try to spot leaky 
chimneys. If the chimney leaks there 
won't be sufficient draft to remove the 
products of combustion. If you are 
selling a lot of space heaters it might 
be worth your while to contract the 
installation to a heating contractor or 
tinsmith on a small percentage basis. 
Dealers who sell oil burners or coal 
stokers have entered into such 
arrangements which have _ proven 
eminently satisfactory to all concerned. 
But if you are pretty handy at these 
things yourself or have a service man 
trained to this type of work, you can 
spot the leaky chimney by building a 
rag or paper fire at the bottom of the 
chimney, plugging the top with a piece 
of sheet metal and watching for escap- 
ing smoke. Another way to find out 
if the chimney has obstructions which 
might impede the draft is to hold a 
mirror at the bottom and the light 
will be reflected from the top—if the 
flue is a straight one, of course. 

Be sure, too, that the chimney ex- 
tends beyond the roof line by at least 


CONTINUED FROM PAGE [5 


two feet—four feet over the top of a 
flat roof. Extending roof lines can 
cut: the effectiveness of a chimney’s 
draft. 


Concerning Oil 


And now a word about fuel oil. 
There might be a hidden objection in 
the prospect’s mind—especially if it is 
an old lady—that fuel oil is danger- 
ous. Gasoline cook stoves used to 
explode occasionally in the old days 
and the present gasoline-conscious 
generation may feel that fuel oil in 
a space heater is a kind of second 
cousin. You can demonstrate the 
safety of fuel oil, however, by holding 
a match over a saucerful and show the 
prospect that it is as inert as molasses 
until it reaches a temperature of 140 
degrees or thereabouts. Tell them that 
oil must be vaporized before it is 
burned. A reserve supply of fuel oil 
can be kept around the house as safely 
as a log of wood—which will also 
burn. 

In making the installation, the serv- 
ice man should carry a level and see 
that the burner is perfectly level in 
order to promote the uniform flow of 
oil. Then he might hand out a little 
gratuitous advice to the home-owner 
on the care and upkeep of the burner 
which will pay the dealer in customer 
satisfaction. Among the things he 
should point out are: 

1. Keep the oil space heater clean; 
go over it once a week. 

2. Keep the heating surfaces clean; 
carbon and soot insulate and tend to 
cut down the dissemination of heat 
into the air. 

3. Turning the flame too low so 
save money may result in the reverse 
happening. The trouble with this, it 
should be pointed out, is the fact that 
when the temperature of the vaporiz- 
ing plate falls too low, the heater is 
likely to burn oil as a liquid instead 
of a vapor which is highly wasteful. 
Then, too, a low flame creates a tend- 
ency on the part of the burning, in- 
completely oxidized oil, to form car- 
bon and soot up the burners. Turning 
the flame too high, on the other hand, 


is not so smart as it is apt to be smo} 
due to lack of sufficient oxygen in ¢ 
air. 

4. Inasmuch as kerosene or fuel 
may be used in the oil heater, it jg 
good idea to set the flame by obsery, 
tion instead of depending on dials, 
dial reading would be one thing { 
kerosene, and a completely differe; 
one for fuel oil. 

Oil fuels, the dealer should kno 
and point out, are of three gener, 
types—distillate, residual fuel oils a 
blended. In general, only distilla 
fuels are utilized for domestic heating 
These are products distilled fro; 
crude oils following the removal 
gasoline and naptha. 


In Conclusion 


There is nothing particularly difi- 
cult, you see, but a number of dealer: 
who have not taken the trouble 
pains to insure even a medium goo! 
installation have had dissatisfied cus 
tomers on their necks and hurt their 
future business. 

We haven't said anything yet abou 
the fact that there are oil space heater 
on the market today that perform 
double function—heating and cooling 
This is achieved through the use 
electrically-driven fans which send o 
cooling breezes in the summer-tim 
The same fans are used during ti 
heating season to force heat and mak 
the heater effective over wider area: 
These are to be obtained in slighth 
higher priced models of oil space heat- 
Indications are that more manu- 
facturers are planning fan models. 

Suffice to say, the oil burning spa 
heater has joined the group of mone 
making major specialty appliance 
which have been made available f 
the dealer to sell. The need ior tl 
product is apparent—it is not lil 
selling an unknown quantity. Heat- 
ing and cooking and the preservati 
of food are three of the home’s th: 
functions which the dealer should ! 
interested in. The public must hai 
these functions and it is up to t 
electrical dealer to see that he is ‘ 
that supplies them. 


ers. 


“WE WILL NOW TAKE UP THE COLLECTION" 
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a, just a question of what it takes to satisfy YOU. 

Maybe you're satisfied to step prospects clear up 
to what used to be the lowest price on your floor . . . 
while others scoop up gravy in the $200 price bracket. 


to be smo 
xygen int 


e or fuel 
ater, it js Maybe you've convinced yourself that your dis- 
by obsery; count on a step-up to $129 or $139 looks as big as 
on dials, your discount on $200 used to. 

c Maybe you're satisfied with just a taste of today’s 


ly differe, rich réplacement market while others get the cream. 


Maybe . . . but we doubt it. Because too many 
smart dealers have learned that there's no bottom to 
price... and have proved that there’s real profit 
in this business still, if you have something beside 
price tags to sell. 


hould kn 
gener 
uel oils ar 
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Stewart-Warner Dual-Temp dealers are going 
places because they’re selling something new and 
radically better to replace the old kind of refrigeration 
you're still pushing—selling a refrigerator with 
. advantages so great they make price secondary. 

With the Dual-Temp, Stewart-Warner dealers 


ularly diff are stealing the show with replacement prospects 


r of dealers who know all too well the shortcomings of ordinary 
trouble refrigerators—who are glad to pay more for a 


edium goo! 
itisfied cys. 
1 hurt thei 


refrigerator without those shortcomings—but who 
don’t want the same old faults in a new cabinet 
at any price. 


With the Dual-Temp, dealers are getting 60% 


replacement sales against something like 25°% for 
perform the rest of the industry. 
nd cooling With the Dual-Temp, dealers are stepping pros- 
the use pects up to the $200 bracket instead of $129 or 
ch send ot $139—and banking the discount on that $60 or $70 
mmer-tim extra step-up. | 
during So why not get hep .. . and switch now to... 
t and mak —the only refrigerator prospects can’t match 
rider areas around the corner at a lower price . . . 
in slight! 
a: —the only refrigerator that answers every de- 
ae ps mand and objection of the replacement 
buyer... 
ring spa —the only refrigerator with this powerful and 
of mone: exclusive 5-point selling story .. . 
ippliane: 
tilable f 
str: ri THE STEWART-WARNER DUAL-TEMP OFFERS YOU THE ONLY COMPLETELY DIFFERENT 
itv. Heat: AND EXCLUSIVE SALES STORY IN THE INDUSTRY—AND THE MOST POWERFUL ONE! 
reservatl 
yme’s thre NEW! BUSHEL-SIZE SEPARATE FREEZING LOCKER at 22° below freez- 
should | ing preserves freshness and flavor for weeks — makes meats tenderer— 
must ha makes quantity buying practical— offers protection and savings never 
+ 2 he offered before. Greatest demonstration feature in years! 


NO WILTING OR DRYING! True high humidity in every inch of regular 


storage space ends need for covered pans and dishes. 


STERILE AIR! Sterilamp rays kill bacteria, retard mold, eliminate ice 
box odor. 


NO DEFROSTING! No moisture stolen from foods to form frost! 
NEW ROOMINESS! Full shelves clear to the top—no bulky evaporator. 


Get all the story from your Stewart -Warner Refrigerator distributor—or write 
Stewart-Warner Corporation, Chicago. 


REFRIGERATORS ANOTHER STEWART-WARNER 


A DEPENDABLE PRODUCT BY A DEPENDABLE COMPANY 
Also Makers of Magic Keyboard Radios and Scotch Maid Electric Ranges 


| 
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Mrs. Van DeWyer O'Connor who heads the brides 
bureau at Marshall Field & Co., in Chicago. 


| pate to most of the hoary headed 
readers of this gentleman’s mag- 
azine, is something to be done—or 
read about—in a hammock. 

The fact is, no explosion in a 
shingle factory ever sets up more re- 
verberations than a first class wed- 
ding. The butcher, the baker and the 
candlestick maker all feel the push it 
gives their business. Love may be 
classed as an explosive along with 
TNT, dynamite, steam or gasoline. 
Properly harnessed it can be a mighty 
force for propelling trade. 

Take, for example, the gentleman at 
the adjacent desk. Before his wed- 
ding, he spent his pelf on taverns, 
greasy jalopies, riotous living. He 
wasn’t worth a plugged nickel to any 


NOTE THE LARGE NUMBER OF 
APPLIANCES IN THE 1940 
COUPLE'S LOVE NEST 
(An average of what five couples of average 


income bought and received at the time of 
their weddings) 


Gifts Glassware 
*Coffee Maker 
*Toaster 
*Sandwich toaster *Waffle Iron 
*Lamps Purchases 
Blankets Kitchen set 
Dishes Linoleum 
Sheets Parlor set 
Pillow Cases *Radio 
Table Cloth and Napkins Curtains 
Mirrors Bedroom set 
Silverware Rugs 
Bath Sets *Electric iron 
Card Table and chairs “Electric fan 
Towels *Vacuum cleaner 
Book ends *Floor lamps 


*Electric Clock 


merchant in town if you except haber- 
dasheries. 

One year later he is lugging home 
kitchen knives, framed pictures, cush- 
ions and all the silk things that go 
with a bassinet. Without knowing that 
he was going to, he has bought a 
refrigerator, a toaster, and about $87 
worth of other electrical appliances. 
Love has blown him right into the 
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middle of being an asset to all kinds of 
merchants. 

Marshall Field & Company of Chi- 
cago was perhaps the first store in 
America to sense the importance of the 
marriage as a turning point in young 
folk’s lives. Five years ago “The 
Wedding Bureau” was set up under 
the supervision of Mrs. Van DeWyer 
O’Connor. With benefit of very little 
publicity, it became an immediate 
success. 

“You have no idea how mountain- 
ous simple questions about weddings 
are to young people,” Mrs. O’Connor 
says. “What kind of trousers to wear 


HOW TWO MANUFACTURERS PROMOTE BRIDE BUSINESS 


Current campaign of Westinghouse is called 
the “Advise-a-Bride" Contest, aims to stimu- 
late the sale of electrical appliances. 


Brides 
mean 


BUSINESS 


Marshall Field's “Wedding Bureau’ is one 


way of capitalizing on the new family 


By Tom F. Blackburn 


at a wedding breakfast, when the 
bridesmaids should enter the church, 
for instance. The chance to sit down 
and get authoritative information 
brings them for miles.” 

Since a store floats such a venture, 
after all, from a profit angle, it may 
not be considered crass commercialism 
to sum up what the rewards are: 

1. The bureau attracts girls and 
mothers in a spending mood. 

2. Wedding gift and trousseau buy- 
ing is concentrated. 

3. New accounts are opened at the 
moment the new family is about to do 
the most purchasing. 


Title is “Leap Year Loot”. 
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Every Bride is an ACTUAL Customer 
— 


Promotion, display and advertising ideas on the June bride market 
are all included in this folder of the General Electric Company. 


4. Future sales flow logically int 
the store as a result. 

What helps bring them into the 
store first of all is a bride’s book free 
to all girls who call for it. Since it 
has no pictures, it is not wanted by 
curiosity seekers or shoppers. This 
volume is an aid to organizing their 
wedding and housekeeping. Befor 
she gets it the girl is asked to fill ow 
a preference list of wedding gifts, t 
jot down the patterns and periods o! 
her inventory. She can put down what 
she has and what she will need. 

“This is extremely convenient for 


(Please turn to page 95) 
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This is an invitation to progressive merchants to sit down 
lor a few minutes and check up seriously on the advan- 


ket 


- lages and opportunities in the Maytag franchise. 
These “blessings” are tangible and provable facts that 


IDISING 


are making money for big and little Maytag dealers alike 
in towns of every size. No other washer manufacturer 
comes close to giving its dealer organization this well- 
rounded, ready-made opportunity for profit. 


MAYTAG DEALERS GAIN BARRELS OF PROFIT POSSIBILITIES 


| 
J 


QUALITY 
REPUTATION 


> New Advanced Units 


ELECTRIC ROASTERS 
IN MANY MODELS... 


TABLE GRILL THAT 
@ BROILS, FRIES AND 
TOASTS... 


BROADLY USEFUL 
@WALL-OUTLET 
RANGETTE... 


USEFUL TIMER CLOCK 
@ OF UNIQUE SALES 
APPEAL. 


DeLuxe Automatic 


ROASTER with TURN-A-KNOB 
COVER LIFTER 


Patent Applied For 


Special Spring 
Offer 


Model 800 DeLuxe 
Roaster and Model 
779 Table—a $27.90 
retail value only 
$24.95 (Table Free) 


MODEL 600 
with No. 801 CABINET 


NEW TABLE GRILL WALL-OUTLET COOKING 


BROWER + PANCAKE GRIDDLE + FRYER + TOASTER at its BEST 


Model 820 Rangette List $19.95 


@ Broad usefulness, eye, sales appeal. 
The light housekeeper’s pet. Fast, 
large burners. Removable hinged 
griddle for frying. Drawer for broiling, 
toasting. Exclusive interconnecting 
switch system. Big market among 
summer cottages. 


UNIQUE ON AND OFF TIMER CLOCK 


« Turns any make of 
roaster or other appli- 
ances, and radio, on 
and off atdesiredtimes. 
Thousands being sold 
by dealerseverywhere. 
Every roaster pur- 
chaser a good prospect. 
No.760 List $5.95 No.765 List $6.95 


Everhot Electric Ranges about 
COMING to appear in the market will 
inaugurate a new era in the 
SOON... merchandising of such units. 
Watch for announcements. 


Model 825 Table Grill List $9.95 
@ A large, efficient appliance—not 
a toy. Cooks thick steak, chicken 
halves. Toasts 6 slices both sides, 5 
minutes. Meets universal need for 
real pancake griddle. Removable 
grid and broiler pan. Hinged ele- 
ment. Two heats. Has broad sum- 
mer cvoking appeal. 


FREE!.... 


Learn how most successful 
dealers sell roasters. De- 
tailed exposition of sure-fire 
merchandising methods 
used by leading appliance re- 
tailers. Write for your copy. 


THE SWARTZBAUGH MFG. 
ESTABLISHED 1884 
TOLEDO, OHIO, U.S. 
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Salesmen—Payment and Control 


use refrigerators as an example in 
this particular instance. 

Suppose you want sales costs kept 
within thirteen per cent. Your records 
show that your men average three 
sales per week at an average price of 
$150.00 for a total of $450.00. You 
set each man’s total possible earnings 
on a basis of twelve per cent leaving 
you a cushion of one per cent for the 
men who fail to make the grade— 
maybe it will be necessary to use 
eleven per cent as the base so as to 
have a two per cent margin of safety. 
The point is to save just what is 
necessary so as not to exceed the 
thirteen, but in no case to use this 
reserve per cent to chisel a little extra 
profit. You can’t fool a salesman for 
long. 

The $450.00 sales on a twelve per 
cent basis means you should be able 
to pay each salesman $48.00 per week. 
But, you don’t work a salary and com- 
mission basis that way. You probably 
establish his salary as seven per cent 
which gives him $31.50 every Satur- 
day night. Then at the end of the 
month he gets an additional five per 
cent on his gross sales less charge- 
backs, repossessions, and _ possibly 
trade-ins that are total losses. 

Please note that you are working on 
averages which you must be able to 
establish with reasonable accuracy. 
It is true the salesman who sells four 
“boxes” is slightly penalized for he 
gets but 5 per cent on the fourth one. 
However we have yet to find a sales- 
man finding much fault with this. His 
regular and steady income plus the 
bonus at the end of the month keeps 
him satisfied. Then there is always 
the possibility of adjusting the salary 
of the extra good salesman. 

The whole point of this plan is that 
salary per cent plus bonus per cent 
must equal or not exceed the per cent 
you can afford to pay for selling. The 
larger the salary the smaller must be 
the extra commission or bonus or vice 
versa. 

A slight variation of the above is 
salary plus a definite number of dol- 
lars for each item sold. Often the dol- 
lars are in keeping with the price of 
the item, while in other cases the 
higher dollar bonus may represent a 


“IT'S MARVELOUS WHEN YOU HAVE A COLD—JUST PUT THE INHALANT IN THE STEAM !RON’ 


MAY, 1940—ELECTRICAL MERCHANDISIN® 


CONTINUED FROM PAGE 13 


are t 
sales 

go on 
sion 
Thi 
salary 
wn ay 


higher percentage of retail price th, 
does the dollar bonus for the cheay 
item, 


: 
Let us summarize the methiods — 

man 

payment in terms of salesmen, amoynjam ™ tt 

earned and sales costs. Pa 

yntric 


Th 


STRAIGHT COMMISSION—-attracts erial 
poorest type; the floaters; the 
sponsibles; the has-beens. This accou 
will average an income of less thi ber o 
$1000.00 per year. They represefilf have 
the most expensive selling there s' 


when everything is taken into cons 
eration. 


fefini 
tent | 
tensi 


COMMISSION WITH DRAWING ACCOUNT—.m 


tracts the beginners; the ones y sider 

failed to make good on salary ; sales! 
salary and commission; the men co; 
stantly looking for another job. Ave: 
age earning from about $1000.00 ; 

$1200.00 year. Second most expensing 

selling and the one with the mm" ' 

headaches. prob 

nen, 

1a 

STRAIGHT SALARY—a high type of ml vp 

but usually ones without sufficient conf this 

fidence in themselves to want to gar Qr 

ble on even a part of their incom type 

Largely men who have earned conf dete: 

siderably more in the past. Averag@i lan 
annual income for this group aroun 

$1200.00 or about $25.00 per week Fi 

Very often economical but does no chie 

represent the most aggressive selling etc, 

but 

SALARY AND COMMISSION—T he 

alert and aggressive salesmen in thgg 

industry. They stick with one conce: sale: 

and become a real part of it. Theg™ 
have an average yearly income 

around $1800.00; economical an T 

profitable selling when | 

directed. 

We easily can imagine many abigg “““ 

appliance sellers who have long recog latte 

nized the above method of paymer tole 

as best, but uncertain as to howt will 

switch to it from some other for sale 

of payment. ‘od: 

Here is how it has been done by nA 

number of very efficient merchangg 
dizers. Old and new salesmen are to! 

frankly that for a given period ° 1 

time, usually three to six months, they = 
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are to 
ales record. After that they are to 


g 
ion or bonus basis. 


have a chance to establish a 
9 on a straight salary and commis- 


This gives the boss a chance to fix 
lary on the ability of the man to sell 
»n average number of appliances per 
yeek. It is also an incentive for the 


man to prove his ability. It appears to 
he the only safe plan for new and 
yntried men. 


The method of payment during this 


trial time should be one of straight 


commission—with or without drawing 


account. It is the one used by a num- 
her of successful appliance sellers we 


have contacted. If this plan is adopted 
be sure and have the trial period 
jefinitely fixed so as to avoid discon- 
tent on the part of the salesman. Ex- 
tensions may, of course, be granted but 
seldom do they justify additional con- 
sideration of the man as a salaried 
salesman. 


Choosing a Method 


Please bear in mind this story has 
not even scratched the surface in the 
problem of selling. We know picking 
men, training them, keeping them 
happy, prospects, etc., etc., must be in 
proper balance for the conclusions of 
this article to be true. 

Quickly and finally, let us repeat, the 
type of boss and his mentality will 
letermine the success or failure of any 
plan of selling or of compensation. 


For example—the dealer whose 
chief interest is in wiring, repairing, 
etc. should never consider anything 
but straight commisson. He _ has 
neither the time nor the interest in 
merchandising and selling to manage 
salesmen. He expects to sell only a 
iew major appliances per year. 


The appliance seller with a financial 
1 controller type of mind may suc- 
ceed on a commission and drawing 
account basis because he will keep the 
latter as low as possible and will not 
tolerate excessive red figures. He 
will not allow the possibility of future 
sales to influence his judgment as of 
today. He will never get the sales he 
should have but those he does get will 
show a profit. 


The dealer who is a tough sales 
manager with plenty of energy for 
driving men can use straight salary 
and succeed. 


The long-established major appli- 
ince seller with prestige and reputa- 
tion to maintain will do well to give 
serious thought to salary and commis- 
sion or bonus. This, of course, is 
provided he or some other executive is 
qualified to train and direct salesmen 
along approved selling lines—to lead 
rather than drive. 

Thus you see, while we believe there 
is one best method of compensating 
salesmen, it may not be the best one 
for your business because of YOU. 
This is no reflection for God or nature 
or something made you as you are. 

An airplane may be the best means 
of transportation but if you don’t 
know how to fly one, or can’t find 
someone who does, you’d better go by 
train, or walk, or maybe get out the 
old bicycle. 
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| advertising in the 


An example from a recent survey made in 
Norwalk,Connecticut:“ The listing for Appel’s, 
Inc. under the Trade Mark advertisement in 
the Yellow Pages for G-E Refrigerators 


directed Mrs. G. to this concern when she 


wanted some information concerning an elec- . 


tric refrigerator.” 


1940 


order from our 


DEALERS LISTED IN THE classified 
(yellow) pages get more business, because more 
and more people are using this “Where to 
Buy It” guide. 

Dealers get the most results if they are listed 
under every classification applicable to their 
business where buyers might look for them. 

Why not make full use of this profitable 


sales producer? Just call your telephone busi- 
ness office and ask the Directory 


man to show you how. 
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the world over for 
their quality construction, effi- 
cient operation and long life. 


The most complete line of fans 
in the industry—a type for 
every purpose. 


Styled to the times, and ahead 
of them. 


Priced right—each fan repre- 
sents a real “buy” in its price 
bracket. 


Backed by strong promotion— 
displays, folders, catalogs and 
factory-paid local newspaper 
advertising. 


Warranted under a liberal 
service policy — immediate, 
over-the-counter, replacement 
during the warranty period. 


Offer a real profit opportunity 
—General Electric delivers more 
customers to dealers than any 
other electrical manufacturer. 


Known 


GENERAL 
ELECTRIC 


PAGE 40 


They'll ask for 


G-E FANS 
Sell them what they want 


Fan Sales Section 
General Electric Company 
Bridgeport, Conn. 


Please give me full details of 
The G-E Fan Line for 1940. 


Name 
Street 


City and State 


Detroit’s Kitchen 
Modernizing Bureau 


ee CONTINUED FROM PAGE 21 


have the best kitchen in the world to 
do it in. Probably the remaining 40 
per cent are sold to people who like 
to entertain and in modern homes a 
lot of it is done in the kitchen.” 

The average sale at Hudson’s 
runs from $350 to $500 with the larger 
jobs up to $1,180. Now that the 
kitchen planning department is close to 
major appliances, there is a great deal 
of buying cabinets and filling in with 
ranges and refrigerators or vice versa. 
The merchandise naturally ties in 
together. 

Miss Steere believes that the right 
location of the kitchen planning de- 
partment is very important. It should 
be next to high priced merchandise. 
There should be an office in which 
your prospect can set down. There 
should be a library of all pamphlets 
printed on the subject for ready 
reference. The rush time in the 
kitchen modernization business is in 
October, November and March. Any 
time before a holiday is good, how- 
ever. 

As background to its kitchen plan- 
ning activities, the J. L. Hudson Com- 
pany has the whole tenth floor devoted 
to housefurnishings, and does a busi- 
ness of over $1,200,000 a year in ap- 
pliances. Several cooking schools a 
week are conducted and Hudson’s is 
one of the few department stores in the 
country that follows the utility prin- 
ciple of handing out recipes to their 
customers. Hudson electric appliances 
salesmen make a good living, any- 
where from $2,200 to $3,100 a year, 
on a drawing account against their 
commission earnings. They have a 
lifetime proposition. Consequently the 
sales setup is in tune with the mer- 
chandising policy. The kitchen plan- 
ning salesmen incidentally work on a 
salary plus a 1 per cent commission. 

Mr. Ogden felt that Hudson’s had a 
selected group of prospects for kitchen 
modernizing, people who lived in 
$8,000 to $15,000 homes and enjoyed a 
$300 a month and up income. 

How right in his estimate may be 
evinced from the fact that most of 
their kitchen modernizing jobs are 
paid off within six months. On orders 
they get 20 per cent down, on the 
signing of the contract, and on nearly 
all jobs it is a case of 30 days cash. 
Although they can finance for as long 
a period as 18 months they have not 
sold one order on that basis. Also 
they have only had one sour contract 
to date. 

One of the store’s greatest attention- 
getters was the recent Builders Show 
which has been held annually in De- 
troit for the last 22 years. It is the 
practice of the Builders Association to 
put up an ideal home somewhere in 
Detroit annually. At the show it is 
used as a prize. 

Hudson’s has put kitchens in these 
model homes for the last three years, 
as well as completely furnishing the 

1940 home which was open to the 
public during January and February. 
The home drew a crowd of over 223,- 
000 people who pass through it. 
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It was felt by Mr. Ogden that th 
Builders Show attracted the right kip 
of prospect for major appliances ay 
kitchen modernization. The 225, 
visitors to the 1940 show were nearly 
all of a type that would be welcome jy 
the homefurnishing department 94; 


Hudson’s. How right Mr. Ocgde 
was is proven by the fact that Hud. 
son’s sold $32,899 in appliance busines: d 
from the show alone. They did $27,493 & 


in 1939, 

Famous for its interest in home. 
furnishing the J. L. Hudson Compam ” 
possibly feels that its reach in this 
direction is farsighted. Rising up 1 
compete with department stores 
well as independent dealers have bee: 
the mail order chains. Chain compe. 
tition may be felt in the price fie] 
but it can never touch the departmen: 
store in the matter of taste and ind 
viduality. Obviously this has been the 
thinking of the management of th 
J. L. Hudson Co. when they sponsored 
the lavish relighting and re-decorating 
of the women’s wear departments 
making them one of the finest ex- 
amples of indirect lighting in the 
country. Both J. B. Ogden and 
Herschel Lutes, divisional merchan- 
dise manager, have seen what ha: 
been going on since they went to J. L ( 
Hudson in 1928. The talent at Hud- 
son’s looks into the future and plans 
what will meet the competition of th 
coming year—and apparently kitche: 
planning plus a magnificent hom 
furnishings department answers tha: 
need. 
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FEATURES 
THAT SELL 


BEAUTIFUL FURNITURE-STEEL 
CABINET, washable wrinkle finish 


EXCLUSIVE “L”-SHAPED heat dis- 
2 tributor with 40% more heating 
surface 


PORCELAIN FINISH INSIDE AND 
OUT heat distributor; fire-proof, 
moisture-proof, rust-proof 


EXCLUSIVE TRIPLE-ACTION 
SYNCHRO-CONTROL single-dial 
adjustment sets air, oil, damper in 
one motion 


EXCLUSIVE DOWN-DRAFT 
WHIRLATOR feeds extra air into 
heart of flame for perfect combustion 


Models LUMINOUS YELLOW FLAME rich 


in radiant heat rays 


AUTOMATIC CHIMNEY-DRAFT 


A TOP-NOTCH SEASONAL PRO ~ 


will outlast s ‘copy loys peum REGULATOR “balances” draft re- 
BUILDER FOR APPLIANCE STORES is the —is easiest to use e-Dial 
Norge Fastemp Home Heater line because it control gives always-perfect adjustments. 
brings in traffic and sales when some other Space heaters are a gold mine for many radiant heat. 
appliances are tapering off. A leader in ex- appliance stores. Well over a quarter million 9 VISIBLE OIL GAUGE on fuel tank 
clusive and dramatic sales features, the will be sold this coming season. Get in on pryatesiene ond Fnahnd  ghmaua 
Norge Fastemp Heater sales story is spec- this market with the brilliantly successful SURE-FLO OIL TANK with big fill 
tacular and convincing. Any man or woman Norge Fastemp Home Heater—a proved 10 epening and strainer. Tank cap cn 
can SHOW as well as TELL why this entirely winner, now soaring to still greater popu- ove . 

; i ; i i ; ; LOW FLUE CONNECTION for in- 
different heater is better and will deliver larity. Send for literature and details about 
more heat for less money—will save money salesroom material that helps everybody 

i " i istri CONSTANT-LEVEL OIL METER 
because its all-porcelain heat distributor sell. Send the coupon. 


heat output 


NORGE DIVISION BORG-WARNER CORPORATION 


Norge Division Borg-Warner Corporation FIER, non-rusting finish for long 
SUISSTE, MCSAN 670 E. Woodbridge St., Detroit, Michigan life and easy cleaning 

Rush me details of your Fastemp Heater ELECTRIC BLOWER (optional) 

proposition. with 300 C.F.M. output sends heat 
over floor and, if desired, to remote 
rooms through standard 4" ducts 


A GOOD NAME. The name NORGE 
is one of the best known and most 
ssaicinatiieasliaataniaa respected in the home appliance field 
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PYRAMIDS 


DEPENDABLE 
The Recognized Byword 
for Controlled Heaters 


OILIFTER 


Automatic Fuel Pump and 
Flow Control Combined... 


dd an Extra Profit to 


Every Heater Sale! 


FREE your Oil Heater Customers of the incon- 
venience of Oil Tank Refilling! Add this Auto- 
matic Control to the Heater and REMOVE THE 
OIL TANK. It helps sell MORE Heaters. It's an 
additional sales point that makes your customer 
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thoroughly satisfied. 


With this OILIFTER mounted in place of the 
regular A-P manual control, your customer just 


plugs into a convenient electrical outlet. 


The 


Oilifter draws the oil through a single %” tube 
from a bulk supply in the basement or outside 
the home. It also regulates the heat exactly the 
same as the present control. 


The A-P OILIFTER is a plus value, easy to in- 
stall, AND A GREAT SALES BOOSTER FOR OIL 


BURNING HEATERS. 


To INCREASE 

HEATER SALES... 
Write for your copy of the 
“A-P Album of Space Heat- 
er Selling,” and for A-P 
Merchandising Aids, Dis- 
play Cards, and Statement 
Folders. 


@ For more satisfied users 
and additional profit, dis- 
play and talk A-P Heat- 
er Control Accessories 12 
MONTHS A YEAR! 


AUTOMATIC PRODUCTS COMPANY 


2400 fORTH 


MILWAUKEE 


THIRTY — SECOND 


® 


STREET 


WISCONSIN 


Instinct Won’t Guide Women 
in Washing Clothes 
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stalled. He checked with her thor- 
oughly regarding her methods and the 
degree of her satisfaction. After he 
was absolutely sure that she was 100 
per cent pleased and was getting 
excellent results, he asked her for the 
names of prospects among her friends. 
After a proper interval had elapsed 
he called back to talk ironers to her 
and so it went. 

It would seem to me that any 
dealer would find it profitable to 
obtain the services of some local 
home economist and send her out to 
call on his customers. 

In the first place, she will get the 
priceless chance to talk over another 
subject that is a Siamese twin to the 
washer. I mean the electric water 
heater. In my experience in Chicago 
I have come upon all sorts of meth- 
ods of heating water. Some women 
merely use a dish pan on top of the 
stove. Others have inadequate tanks, 
fired by tiny coal stoves. Given 
only so much hot water, a housewife 
tries to make the best of her situa- 
tion. I have pointed out that sudsy 
clothes plunged from the hot wash 
water of the washing machine into 
an icy cold rinsing bath would tend 
to cause the soap to coagulate. The 
housewife sees this happen and will 
agree with me that it’s too bad—but 
she doesn’t have enough hot water. 
It seems to me that a good home 
service followup offers the oppor- 
tunity to plant the desire for an elec- 
tric water heater into the family 
imagination. With the upper income 
families, the chance to tell the story 
of the clothes drier is worthwhile. 
All of these things lead to wider 
appliance sales through satisfaction. 

Before me as I write this, are 
some statistics which bear out my 
observations about washing machines. 
Neither I nor the Commonwealth Edi- 
son Company home service women 
have been able to prove what they 
believe about most housewives not 
getting the most out of their washers. 
Our situation has been one of obser- 
vation and opinion. 

This study proves we were right. 
It was made by Electric Testing Labo- 
ratories of N. Y. It shows the neces- 
sity for more personal attention in 
the sale of washers. Probably this 
report is the most complete on record 
of the vagaries of the public in oper- 
ating washers. Some 30 families, 
living in 15 cities, from New York 
to Topeka, Kansas, were enlisted in 
the job, which undertook to discover 
just how people actually washed 
clothes in their own laundries. A 
close check was kept over a period 
of nearly 20 weeks. In these homes 
were 14 makes of electric washers 
and the average period of ownership 
on August 1, 1939, when the test 
started, was 14 months; in other 
words, the machines were compara- 
tively new. One washer was 9 years 
old, three were about 4 years old and 
the rest were 2 years or less, in age. 
With one exception, all of the laundry 
work was done by the housewife. 
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To find out what water of Varying 
degrees of hardness meant in hon 
laundry, the tests were run in a wig 
scattering of cities from Massachy. 
setts westward. Each cooperating 
family was supplied with a measuring 
kit which included a calibrated ee. 
tric watthour meter, parcel-poy 
type scale, a bath thermometer, , 
measuring cup for volumetric deter. 
mination of the amounts of soap anj 
water softeners used, and an electr;: 
clock to record the amount of tin 
spent in the washing operation, 

The survey showed that the averag- 
weight of weekly wash of the fan. 
ilies was slightly less than 28 pound 
Most of the women felt they kney 
how to wash and undoubtedly tried 
do their best, since they were keep 
ing records on their activities. Hov. 
ever, in what their untutored prac. 
tices revealed, the report is mos 
astonishing. In the temperature oj 
water, for instance, there was wits 
divergence. Water temperature y: 
ried from 100 deg. F. to 190 deg. F 
The average family used 28.5 gi! 
of hot water, 24.5 gal. of cold wate 
and started its washing in the tw 
with a temperature of 129.5 deg 
Plenty of women turned in figure 
that were far from this average how. 
ever, one using as much as 180 gil 

(Please turn to page 44) 
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+ interior ht PROFIT ZONE with Hotpoint’s Friendly Finance Plan! 


e Porcelain interior. 


Hotpoint offers Sensational Terms to help “Step-up” 
Sales into the Profit Zone! 


As simple as this... Now you can say 
“only a few cents a day” and mean it! 


1 Show customers the low-price Hotpoint leader when they ask to see it. 
2 Next show a Deluxe model and explain the “Plus” features. 


3 Explain that the down payment on the better model is practically the 
same as the cheapest. Monthly payments are only a little more. 
4 Plus features at only a “few cents a day more” put you in the Profit Zone. 


Write today for full information about 
Hotpoint Refrigerators and the PROFIT ZONE. 


EDISON GENERAL ELECTRIC APPLIANCE CO., INC., 5620 West Taylor Street, Chicago, Illinois 


ELECTRIC 
REFRIGERATORS 
with Measured Humidity . 


ELECTRIC RANGES + WATER HEATERS - WASHERS AND IRONERS - CLOTHES DRYER 
DISHWASHERS - ELECTRASINK 
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They're off ferreting out vacuum 
cleaner prospects for G-E Dealers 
everywhere in the greatest vacuum 
cleaner advertising-sales drive in our 
history 

Every one of these 50,000,000 adver- 
tising messages in leading national 
magazines will say—‘‘Go—to— 


Ask your G-E 
Distributor to ex- 
plain the new A- 
B-C Plan for 
ADDITIONAL 
PROFIT OPPOR- 
TUNITIES in 
1940—then join 
the hunt! 
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FIFTY MILLION OF THEM! 


your—G-E Dealer."’ Any wonder 
G.E. sells more cleaners through 
distributor-dealer channels exclu- 
sively than any other manufacturer? 
Since every other vacuum cleaner sale 
in 1940 will be made through a dealer, 
it is obvious that you'll have happier 
hunting if you follow our hounds. 
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of hot water. A few were altogeth,. 
too economical about water and {a}. 
ure to rinse the clothes proper 
after washing resulted in excessj 
deterioration of the material, it y 
discovered from the test garmen; 
which were put through the regy);- 
wash. On the other hand, 0; 
women allowed the machines to ry 
far too long a period so that thei; 
energy cost was five times the ayer. 
age, twice that of housewives wi 
washed 20 per cent more cloth 
Other women were extravagant wi 
the water, using 9 gal. per pow 
of clothes washed. This contras 
with the average value of a little | 
than 4 gal. per Ib. 

In the matter of soap, one wom: 
turned in the astonishing report 
31 oz. used for single washing. L 
was 2.9 oz. for a family of seve: 
One woman used 5.5 oz. of bluing 
many used none. Clothes were soak 
anywhere from 75 min. to none. T| 
average amount of soap used p 
wash was 9.3 oz. Inasmuch as t! 
cost of detergents is an importam 
element of the total cost of washing 
at home, there is decided room for 
instruction here. The average weight 
of detergents for 100 Ib. of cloth 
washed was 65 oz. 


How Long Wash Took 


In the matter of the washing perio! 
there came another astonisher. 
mother of seven took 375 min.—over 
six hours—to turn out her fami 
laundry. Right beside her was 
mother of four who batted out her 
washing in a period of 75 min. Some 
women took as high as 75 min. t 
hang up their clothes and 40 min 
to take them down. The averag 
washing time was 91 min., with 24 
min. needed to hang up clothes, 16 
min. to get them down. It was fount 
that to wash an average of 14.3 ll 
of clothing 0.42 kw.-hr. of electric 
energy was required, 53 gal. oi 
water, 9.9 oz. detergents and 14) 
min. of time. 

Not often is there a chance to tes! 
clothing for whiteness, for wear and 
for tensile strength with scientific in- 
struments. This was done in the 
survey, and it was revealed that hom 
laundering was extremely easy on the 
clothes. About $15.00 worth of con- 
trol clothing was issued to each fam- 
ily and this clothing was returned for 
examination of deterioration at th 
end of the survey. The following 
table shows the estimated money value 
of the deterioration. 


Estimated 
Article Investment Depreciation* 
Men's shirts..... $42.00 $0.35 
Men's underwear, 
14.00 1.00 
Men's underwear, 
ee 14.00 0.59 
Men's socks .... 9.80 2.70 
Women's slips.. 28.00 2.70 
Women's house- 
dresses ...... 28.00 1.40 
Bridge cloth and 
napkins ...... 70.00 0.55 
$205.80 $9.29 


* Resulted of an average of 18.4 washing’. 


This test backs up what the home 
service girls of Commonwealth Edi 
son have long known. The washet 
is not an over-the-counter item. 
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RAY WHIPPLE HEADS 
OIL BURNER GROUP 


BUFFALO, N. Y.—Oil Burner Institute 
neld its Annual Meeting on April 2nd at 
the Statler Hotel, Buffalo, and elected 
Ray G. Whipple (Harvey-Whipple, 
Springfield, Mass.) President for the 
coming year. Mr. Whipple succeeds 
Frank H. Dewey (Gar Wood) who held 
the office for two years. Other officers 
eected were—First Vice President, E. P. 
Bailey (National Airoil); Second Vice 
President, J. H. O’Brien (Petro); and 
Secretary-Treasurer, C. F. Curtin. 


RAY G. WHIPPLE 


C. E. Lewis (Delco) was elected to 
the Board of Directors for three years 
and other members re-elected to the 
Board for the same period are: Herbert 
Gillis (Branford), J. A. Lattner (Cen- 
tury), H. C. Little (H. C. Little), J. H. 
O'Brien (Petro), J. . Van Sciver 
Bethlehem Doe), and C. B. Tamm 
(Heil). 

Members of the Executive Committee 
— for the year are: E. P. Bailey, 
Frank H. Dewey, C. E. Lewis, M. 
Powers (Timken), A. F. Reif (Rexoil), 
FH. VanBlarcom (Lynn) and Ray G. 
Whipple. 

Retiring President Dewey reported 
tht the membership was stronger in 
tumbers and influence than ever and that 
the Institute’s budget was balanced. He 
referred to the strong position the indus- 
tty had built and paid tribute to the 
confidence expressed by the industry in 


In the evening the Institute held its 
Vth Annual Dinner which was well 
attended. Allen R. Reif was Chairman 
of Arrangements and C. E. Lewis Toast- 
master. At the head table were Edward 

P. Cooney, President of the Air Condi- 
tioning Council of Western New York 
and Frederick W. Kendall, Jr. President 
of the Buffalo Oil Burner Association. 
he speaker, Edwin B. George, Econo- 
mist on the staff of Dun and Bradstreet 
those trade practices for his subject. 
Honor guests were the Mayor of Buffalo 
and the Fire Commissioner. Mr. Dewey 
for his services to the Institute received 
irom the members a gold desk clock en- 
sraved with the Aladdin Lamp and in- 
‘cribed “Oil Burner Institute—Awarded 
‘0 Frank H. Dewey—April 2nd, 1940”. 
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Blackstone National Adver- 
tising Starts June 15 


JAMESTOWN, N. Y.—A full page, 
four-color advertisement aimed at the 
more than 3,000,000 readers of the “Sat- 
urday Evening Post” will be the open- 
ing gun in the new national advertis- 
ing campaign of Blackstone Corpora- 
tion, manufacturers of Blackstone auto- 
matic, spin-dry and wringer-type wash- 
ers and Blackstone ironers. This first 
full page advertisement will appear in 
June 15 issue of “Saturday Evening 
Post”, and will announce the new Black- 
stone automatic, according to O. A. 
Lenna, president of the company. 
“Blackstone’s new national advertis- 
ing campaign is not a one-shot propo- 
sition,” explained Mr. Lenna, “but a 
carefully planned program of consistent 
advertising, designed to focus the atten- 
tion of American housewives on the 
revolutionary new design of the Black- 
stone automatic, and to presell them to 
the point where they will go to Black- 
stone dealers to see the machine oper- 
ate—or ask for a demonstration in their 
own homes. Our first full page full color 
ad in the “Post” will be followed im- 
mediately by full page full color adver- 
tisements in leading women’s magazines, 


STEWART-WARNER NET 


Stewart-Warner Corporation and sub- 
sidiaries reported net profit of $328,202.00 
for the first three months of 1940, equiva- 
lent to earnings of 26 cents per share, 
after provision for federal income tax 
and Canadian exchange. This compared 
with net profit of $146,275.00, equal to 
earnings of 12 cents a share for the 
corresponding 1939 period. 


Soap-Suds and Washer Demonstration 


On the left, Robert F. Hussey and S. D. Johnson of Procter & Gamble watch the 
results of a "Spiral safety suds" demonstration in an Apex washer. On the right 
is J. Fred Stephens, sales promotion manager for Apex. Story below. 


APEX AND OXYDOL 
IN NATIONAL TIE-UP 


CLEVELAND—In the expectation of 
attracting a record volume of washing 
machine business to its dealers during 
the month of May, the Apex Electrical 
Manufacturing Company will cooperate 
with the Procter and Gamble Company 
in a comprehensive advertising campaign 
for which will be employed all of the 
more popular mediums of appeal. 


Electrical Cincinnati's Night Out 


Among guests at the second annual Night Club Party held recently in Cincinnati 
by the Electrical Association were the following shown below, left to right: J. C. 
Martin, manager appliance department, H. & S. Pogue Co.; Mrs. Martin; Mrs. 
Sheeran and Eugene P. Sheeran, manager, Cincinnati Branch of Frigidaire; Matt 
R. Williams, president, Major Appliance division, Cincinnati Electrical Associa- 
tion; and Guy Flaig, manager, Crosley Distributing Corp. 


1940 


Apex will confine its efforts to the 
national magazine field, with a series of 
ads appearing in the Saturday Evening 
Post and Colliers. For Procter and 
Gamble’s part in the campaign, space will 
be used in 131 of the nation’s leading 
newspapers, and in addition there will 
be an average of three broadcasts per 
day over each of 186 stations, according 
to Fred Stephens, Apex advertising and 
sales promotion manager. 

“The campaign will feature the ‘Spiral 
Safety Suds’ demonstration,” Mr. 
Stephens explains, “proving the com- 
bined merits of the Apex Speedliner 
Washers and Oxydol as a cleansing 
agent. The demonstration will be staged 
simultaneously in Apex dealers’ stores in 
every section of the country. 

“These demonstrations should be of 
commanding interest to women every- 
where, because they will show that cotton 
summer fabrics when washed 50 times 
—the equivalent of well over a years 
normal home washing—with our Spiral 
Dasher Washer and Oxydol, suffer no 
perceptible wear or loss of color value. 
It is a most convincing test.” 


NEW GALE PLANT 
COMPLETED 


GALESBURG, ILL.—C. P. Rossberg, 
Gale general manager, announces the 
completion of the plant’s building addi- 
tion—18,000 square feet of floor space 
added to the new brick and steel struc- 
ture completed about a year and a half 
ago. The new addition, like the balance 
of the plant, will be devoted to construc- 
tion of Gale refrigerators and portable 
air conditioning units. 

“Gale household refrigerators sales this 
year are far, far ahead of sales last year 
at this time,” said Mr. L. H. D. Baker, 
sales manager, in commenting on the 
plant expansion. 


PAGE 47 


| Lo “4 
is 
| 
| 
i} 
f 
4 
| 
| 
| 
’ 


PAGE 48 


AGAIN! THE PACEMAKER IN PRODUCT...IN PROMOTION! 
| 4 


Westinghouse 


ROASTER-OVEN 


Nationally Advertised ia 
The Saturday Evening Post 


Agein the industry's fastest selling elec- 
tric roaster stepe ahead with exclusive 
new features, powerful national advertix- 
ing, and a tested apecial offer that will 
ring up sales now. Get ALL the facts on 
the big summer cempeign from your 
_ | Westinghouse distributor. 


EXCLUSIVE FEATURES 
For Faster Selling 


1. “Look-In” Lid—see food cook- 
ing without lifting lid. 

2. Streamlined Self-Basting 
Aluminum Lid—reduces meat 
shrinkage. 

3. Built-In Lid Holders—nhold lid 
on either side. No hinge to 
“spring”’. 

4. Long Rubber-Covered Cord— 
plugs in anywhere. 

5. Modern Streamlined Design— 
baked-on white enamel finish 
over Bonderized steel. 

6. True-Temp Heat Control— 
calibrated to use standard 
range cook book settings. 

7. New Time-Temp Shelf—serves 
as quick cooking guide. 

8. Polished Steel Dish Rack— 
for raising or lowering dishes. 

9. Hall Ovenware Dish Set— 

perfect for cooking, smart for 

table service. 


ng@house Roaster- 
Oven you eell during | 
“May, June and July, 


action-offers ever 
used. Get in on it now 
your Westing- 
house distributer. 


NATION-WIDE “BUY NOW” SUMMER SPECIAL 


on this Famous, Nationally Advertised $8.95 
WESTINGHOUSE STREAMLINE IRON 


This offer is sure-fire—it’s sold more irons than 
any other retail offer ever made. Featured nation- 
ally in color ads in The Saturday Evening Post 
during May, June and July . . . plus a six week 
local newspaper campaign to give still stronger 
sales action. It’s ‘“‘hot’’—don’t miss it! 


GET THIS MERCHANDISER -DISPLAY 
Furnished FREE with your order for Westing- 


* The Tested Offer That's 
Helped To Sell 1,000,000 


house Streamline Irons. Does a “‘self-selling” job | Westinghouse Streamline irons 


t in only 18 inches of counter space. : 
WESTINGHOUSE ELECTRIC & MANUFACTURING CO., DEPT. 170, MANSFIELD, O 


APE IANCES 


‘Stinghouse 


fh 
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LIKE THE MARKET! 


Westinghouse 


“TWO CLEANERS-IN-ONE” 


FLOOR CLEANER 


for light cleaning, brushing up 


At last—something new in cleaner»! Opens up 
an entirely mew market among people who 
want a light, easy-to-use junior floor cleaner— 
plus the added convenience of a hand cleaner. 
Specially designed and engineered’ by Westing- 
house fot apartments, email homes, second. 
ceaner use and low income fernilies. Sell it 
“ower the counter” —with full profit margin. 
Start now—while it’s hot. 


LIFTS OUT 
IN A JIFFY 
TO BECOME A 


HAND CLEANER 


for upholstery, draperies, etc. 


 @et this flashy 
Demonstrator -Dis-_ 
play FREE. Does a 
thorough selling job 
—erves as a dem- 
onstration center. 


SEE IT! SELL iT! IT’S HOT! QUALITY Feary 
light weight th with wivel Hose «J 


~8ives air- 

permi tight 

2 Finn? Merloia” G, men any direction 
ba ish—Sprayed 4 Cc 

ked for on and §< hrome- Plated 


Weiling 


beautiful 


Here’s a brand new Westinghouse Cleaner 
that opens the door to profitable selling in 
the De Luxe Cleaner field. The finest in 
home-cleaning service, backed by complete 
sales helps and demonstration materials. Plus 
a SPECIAL $10 TRADE-IN OFFER— 
with full dealer margin — available during 
May, June, July. See your Westinghouse 
distributor now. 


at's 

00 BEAUTIFUL ALL-METAL DEMONSTRATOR DISPLAY 
Order now—get this permanent selling and demon. 

_ stration center for the Pacemaker cleaner. 
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Planning Commercial" Drive 


Executives of Westinghouse'’s Commercial Refrigeration and Air Conditioning 
Department mapping out national plans for the one-day meetings being held in 


75 important cities. 


Left to right, W. R. Mason, advertising and sales promotion 


manager, L. Gale Huggins, product supervisor of Air Conditioning Dept., P. Y. 


Danley, manager commercial refrigeration and Air Conditioning Dept., 
product supervisor of Commercial Refrigeration, 


Davison, 


C. 
E. R. Wolfert, and 


R. H. Tull, Section Engineers of the Merchandising Engineering Dept. 


WESTINGHOUSE PUSHES 
"PACKAGED" 
COMMERCIAL 


To help their commercial refrigeration 
dealers and distributors cash-in on a 
new potential market with packaged 
refrigeration and air conditioning, one- 
day sessions in 75 cities are being held by 
Westinghouse throughout the country. 
Four groups of packaged products easy 
to apply and simple to install are stressed 
—self-contained ‘“Mobilaire” room air 
conditioners, packaged commercial refrig- 


erators, “Unitaire” air conditioners up to 
5 tons for homes and shops, and water 
coolers. Proven selling methods, the 
market, the product, financing and pro- 


motion of each of the four lines are 
explained, interestingly at each meeting. 
As far as practical, headquarters execu- 
tives and application experts help in the 
meetings at key cities, so any special 
questions can be answered on the spot. 

Slide films are interspersed between 
talks and discussions. 

The commercial refrigeration part of 
the program includes various aspects of 
packaged display cases, reach-in cabinets, 
ooneinis coolers, milk coolers, water 
coolers, and commercial fans. The air 
conditioning featured the new line of 
factory-assembled, factory-tested units 
from 1 to 5 tons for conditioning com- 


mercial shops and residences; and the 
three newly developed “Mobilaires” for 
room air conditioning in homes and 
offices. 


A Water-Heater Traffic-Stopper 


WOULD YOU BELIEVE 7 


“How can we demonstrate electric water heaters’ has long been a perplexing 


question. 


Hotpoint has provided an answer with the unique demonstration kit. 


According to A. H. Jaeger, manager, Hotpoint Electric Water Heater Division, 


the plan has already proved practical on a number of display floors. 


This 


demonstration is built around the two-gallon Hotpoint Voguette water heater, 


which may be plugged into any regular outlet. 


The demonstration Voguette 


heater is provided with a pipe and funnel assembly, display stand, placards, 
folders, and bouillon cubes or concentrated coffee, complete the necessary equip- 


ment. 
a cup of hot water” 
water is poured in, 
tank. 
temperature. 
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The placards invite passersby to “pour in a cup of cold water and get 
and to “make yourself a cup of bouillon.” 
it forces out the same amount of hot water stored in the 
The thermostat is set and automatically maintains a predetermined 


When cold 


CHICAGO SALESMEN 
GET $5 RANGE BONUS 


CHICAGO—Announcement has been 
made by R. E. Bard, manager of dealer 
cooperation department, Commonwealth 
Edison Company, Chicago, that effec- 
tive from April 1 to June 30 Common- 
wealth Edison Company will ya 
bonus of $5 direct to each salesman 
making a range sale to the utility's 
electric customers. 

This bonus in no way affects the reg- 
ular installation and trade-in allowance 
now being made under the cooperative 
electric range plan. 

Following are the rules that govern 
the new idea: 


(1) Sale must be made to a dealer 
registered under Commonwealth Edi- 
son cooperative electric range plan. 

(2) Bonus will be paid only for range 
sales on which the customer pays an 
installation or trade-in allowance. 

(3) Ranges must be installed in Chi- 
cago in one, two or three-family dwell- 
ings. 

(4) Ranges must be reported before 
July 1 to the dealer cooperation depart- 
ment and must be installed and operat- 
ing on or before July 15. 

(5) Each salesman must sign his name 
indicating his mailing address on the 
installation permit which is a form 
signed by the owner of the building. 

(6) The salesman’s name must also 
be shown on the request for payment 
letter, signed by the retail dealer. 


BETTER LIVING DRIVE ON 
IN WASHINGTON 


SPOKANE—Fun, excitement and prizes 
are all to be prominent in the recently 
announced “Better Living” drive, which 
started March Ist for employees of the 
Washington Water Power Company of 
Spokane, Wash. This six-month cam- 
paign, featuring electric ranges and 
water heaters, is to be the major sales 
activity of the year, according to Frank 
Tool, residential sales manager. 

March is the period of “Violets,” with 
a surprise package going to every win- 
ning salesman from the general sales 
manager, R. B. McElroy ... April is to 
be a “Feather Your Nest” event, the 
climax being a visit of the high division 
manager to the low division manager. 
The director of the winning group is to 
be met at the station by a band and a 
newspaper reporter, being entertained as 
guest of honor for the day, while the low 
division manager learns from the inter- 
view how it is done. A “Fishermen’s 
Derby” in May will be climaxed with a 
fish dinner of an unusual ty Dealers 
are included in this event. “Winning the 
Bride” comes in June, and includes a 
life-size charivari. “Fire Crackers” ex- 
plode during July, while in August there 
will be a “Bathing Beauty Contest” for 
men only, whose final day will see a 
special sales managers’ revue. Quota for 
1940 includes 3,600 ranges and 3,000 
water heaters—and a substantial portion 
of them is expected to be sold during the 
summer period. All-over | for 
six-month event will be the Ki 
Robinson Range Trophy and the J E. 
Royer Water Heater Trophy, which will 
go to the divisions with the highest rec- 
ord over quota. 


Heads Commercial Electric Cooking 
Council 


Joseph F. Porter, Jr., vice president of 
Kansas City Power & Light Company, 
has been appointed chairman of the Com- 
mercial Electric Cooking Council, it is 
announced. Mr. Porter succeds P 
Alden, Philadelphia Electric Com any, 
who has served as chairman of the re 
cil since it was established in 1937, 
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Sid Caswell of GE Supply, De- of 


troit, gave the League his blessing. a 


SALES TRAINING 
LEAGUE STARTED BY 
GENERAL ELECTRIC 


BRIDGEPORT, CONN.—Ten groups 
from General Electric Co., arms loaded 
with banners, charters and bylaws books 
are busy these days organizing a retail 
development league which is designed to 
make better salesmen out of retailers and 
their boys. 
Before the astonished eyes of the 
group from Pontiac, Mich., the mummy 
of old King Kufu who lived in the year 
2,900 B. C. was exhibited the other day 
at a meeting which ELecrricaL 
CHANDISING was privileged to attend. 
Bob Sheehan and Bob Stuart, both of 
General Electric at Bridgeport, reminded 
the crowd that unlike King Kufu, who 
devoted his country’s entire energy 
toward building his tomb, General Elec- 
tric is devoting its entire energy toward 
building up the individual homes. 
Aided by a budget of $100,000, the 
General Electric Company is planning 
to set up 60 grand chapters, consisting 
of distributors, and 300 retail develop- 
ment leagues in this country, each with 
a minimum of ten members. In January 
and July there will be fun parties which 
will cost each man 25¢ for a whole barre! 
of pleasure, the balance being split 
between the distributor and GE. Win- 
ners may get a trip to a forthcoming 
RDL convention which may turn out to 
be a cruise. 
Serious object of the whole develop- 
ment is to give the boys and girls on the 
firing line more product information. 
Operated as a league, it is believed the 
pleasure and training can be mixed. 


Bob Stuart of GE introducing King 
Kufu to the Pontiac boys and girls. 
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VISING 


DIRECTORY OF INDE- 
PENDENT SERVICE 
ORGANIZATIONS 

ISSUED 


CHICAGO—Independent service organ- 
izations employ 3.55 service men in sum- 
mer and 3.12 in winter, on the average, 
according to an analysis recently made 
ff entries in The Directory of Inde- 
pendent Service Organizations in Heat- 
ing, Refrigeration, and Air Conditioning, 
just published by the Industrial Train- 
ing Institute of Chicago, thought to be 
the first authentic list of reliable inde- 
pendent service organizations ever com- 
piled. This Directory also contains a 
complete description of the kind of work 
each of the 2000 independent organizations 
listed is qualified to handle, the number 
of service men employed, specialization, 


etc. 

Further interesting facts as reported 
by the independents and gleaned from 
the Directory show: 


The bulk of the work in the field is 
still done in the summer and concentrates 
on warm weather problems and on the 
preparation for winter heating. 

In about one case out of five only one 
service man per organization is employed, 
and he frequently is the proprietor. 
Others report that they employ as many 
as 48 service men. Based on reports sub- 
mitted by these firms, the following data 
have been developed: 


70.2% of the independent service organ- 
izations are equipped to handle service 
work in domestic refrigeration. 

76.8% are equipped to handle service 
work in commercial refrigeration. 

72.4% are equipped to handle service 
work in summer air conditioning. 

38.4%, are equipped to handle service 
work in gravity warm air heating. 

42.8%, are equipped to handle service 
work in forced warm air. 

32.6% are equipped to handle service 
work in steam heating. 

35.1% are equipped to handle service 
work in hot water heating. 

47.7%, ate equipped to handle service 
work in winter air conditioning. 

86.8%, sell new equipment. 

84.4% sell parts and supplies. 

45.1% charge flat rates, 

92.1% charge hourly rates. 

66.8% do service work on a contract 
basis. 

14.2% overhaul hermetic units. 

45.4% repair their own electric equip- 
ment. 

34.0% employ plumbers. 

47.6% employ electricians. 

32.7% employ sheet metal workers. 

82.0% are equipped to furnish complete 
engineering service in the fields in 
which they specialize. 


The information summarized above is 
given for each of 2000 independent service 
organizations together with considerable 
more information dealing with the fields 
of specialization of each firm in the Di- 
rectory published by the Research De- 
partment of the Industrial Training Insti- 
tute. This Directory should be of con- 
siderable value to manufacturers seeking 
service outlets as well as to those com- 
panies who sell supplies, parts or any- 
thing else to independent service organ- 
zations in heating, refrigeration, air 
conditioning, and ventilating. 

Copies are available at that Institute, 
whose address is 2130-2158 Lawrence 
Avenue, Chicago, Illinois. Address all 
inquiries to the Research Department. 
The price is $4.00 per copy. 


Third Move For Steem Electric 


ST. LOUIS—A new factory at 4628 
W. Florissant Ave., St. Louis, recently 
occupied will be third home of the 
Steem Electric Corporation since it 
was founded in 1936. 

Steem Electric has jumped its pro- 
duction from 100 irons a day in 1936 
to 1,000 units a day, it is said. 


Here is a part of the great attendance of dealers, distributors and salesmen who turned out on March 26 for the get- 
together dinner at the Bellevue-Stratford Hotel to inaugurate the annual spring range and refrigerator drive of the Philadelphia 
Electrical Association and the Philadelphia Electric Company. There were 1,157 in the crowd—one of the biggest dinners ever 


held in the city. Below are some of the principals at the speaker's table. 


distributor 


George Con- Judson C. Burns, G-E distributor and 
over, Philadel. "Jim" Pocock, Frigidaire 

phia Electric snapped at the dinner. General good- 
Company. humor was the keynote of the meeting. 


A. L. Hallstrom 
of Graybar and 
president, Electrical 
Association. 


Homer C. Davis, chairman, Dealer's Division of 
the Association; George E. Whitwell, vice presi- 
dent in charge of sales of Philadelphia Electric 
and John A. Morrison, Electrical Association. 


served a 
speaker's table. 


H. B. Bryans, Philadelphia Electric 
vice-president and George W. 
Allison, Modern Kitchen Bureau. 


The well-known team of Trilling & 
Montague, Norge distributors, get 


liberal helping at the 


Milton Sands, G-E district man- 
ager; R. H. Fisher, Westinghouse 
district manager and Austin 


Monty, Philadelphia Electric. 


Raymond Rosen, 
Kelvinator - RCA 
distributorflashed 
the old smile. 


PREMIUMS SPUR 
NEW PHILCO BOXES 


PHILADELPHIA, PA.—Supplement- 
ing its merchandising tieup with Birds 
Eye Frosted Foods, Philco has launched 
a promotion designed to usher in two 
new refrigerator models and _ further 
assist dealers in building up higher aver- 
age unit sales, Sayre M. Ramsdell, 
vice-president, announced. 

Basis for this sales event is a special 
dividend offer on all Philco refrigera- 
tors purchased during the promotion 
which extends through April and into 

ay. 

The feature promotion item is a Philco 
kitchen radio with built-in Sessions self- 
starting electric clock offered free with 
the purchase of any Philco advanced 
design refrigerator. Specially designed 
to harmonize with and fit on top of a 
Philco refrigerator, this model is an 
AC-DC Superheterodyne with built-in 
loop aerial. It is an entirely new de- 
sign and is valued at $30. 

Purchasers of lower-priced models are 
given a bonus in the form of a $4.50 
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value Hammond electric clock housed 
in a gleaming white case with crome 
trim. Third item in the promotion is a 
crystal glass water chiller of distinctive 
ring design holding 14 quarts of water 
or fruit juices. This is given away to 
each individual visiting a Philco dealer 
to inspect the new line. 


Philco Service Ties Up With ACTC 


PHILADELPHIA—To broaden _ the 
technical training of Philco Radio Man- 
ufacturer Service members and to pro- 
vide a greater selection of trained men 
in the growing field of air conditioning 
and refrigeration, Philco has entered 
into a co-operative agreement with the 
Air Conditioning Training Corporation 
of Youngstown, Ohio, for a special home 
study course designed exclusively for 
servicemen specializing in Philco prod- 
ucts in the two fields. 

Announcement of the arrangement 
was made by Robert F. Herr, man- 
ager of Philco’s Parts and Service De- 
partment, who concluded the details with 
Dr. B. M. Klekner, president of ACTC. 


Meet Howard Smith 


New head of the commercial re- 
search division of the appliance and 
merchandise department of General 
Electric is Howard K. Smith, above. 
He was formerly chief statistician of 
the accounting department and hails 
from Cedar Rapids, lowa. 
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The suggested retail price 
on Model 27M carries a 
normal retail profit figuring 
freight within a 700 mile 
radius from the factory. 


Price alone is not exciting! But take a price like 
this — plus features like those below — and you 
have the powerful leader that aggressive retailers 
need in these days of keen competition. 


Check ‘em over — 
Left: Model LN26N. Full porcelain enamel body with stain resisting 
Below: Model S6N. top. 


Lower left: Model 96NB: Large 17 inch two-unit oven, porcelain lined, 
also 96B with legs in with standard Monarch insulation. 


place of cabinet. 
High speed broiler. 


Monarch’s patented Illuminated Dial Oven 
Temperature Control. 


Three Monarch patented Dura-Glaz surface 
units, famous for Speed an onomy. 


Six Quart “Side-Heet” Cooker — Patented. 
Popular “Divided Top” design. 
Large storage compartment. 


All construction and wiring details same as in 
Monarch DeLuxe Models. 


Malleable Iron Range Co. 
150 Lake Street Beaver Dam, Wisconsin 


PAGE 52 


For Your 


INFORMATION 


Three-time winner in monthly sales 
contests among all Thor branches jn 
the United States for greatest percent- 
age of increase over quota is the 
Thor-Pacific Co., San Francisco. 
recognition of this feat, George Dickie. 
the head of that northern California 
and western Nevada sales division for 
the Hurley Machine Co., has been 
awarded the permanent possession of a 
handsome sterling silver platter. 


* * * 


Fred A. Savage, formerly with the 
Art Lamp Corporation, has acquired 
ownership of the Crest Company, 
makers of distinctive lamps for over 
twenty years, located at 501 West 
Thirty-Fifth Street, Chicago, with 
show rooms in the Merchandise Mart, 
as well as in New York. 


* * * 


Chandler Company, Cedar Rapids, 
Iowa, announces the purchase of the 
business, assets and manufacturing 
rights of the Autocrat Oil Burner 
Corporation, also a Cedar Rapids con- 
cern. 

Halford T. Barry, secretary and gen- 
eral manager of Chandler Company, 
announced that C. L. Fontana, presi- 
dent and general manager of Autocrat, 
will serve as sales manager of the 
automatic heating division in charge of 
oil burner and furnace unit sales. 


* * * 


Agreement to cease selling or sup- 
plying dry shavers to which are affixed 
prices pretending to be the retail sell- 
ing price when in fact it is not the 
case has been entered into by the 
Miracle Dry Shaver Corp., 36 S. State 
St., Chicago, J. M. Friedman, presi- 
dent, with the Federal Trade Commis- 
sion. 


Modern 


WALLPAPER 


A. Howell Rost of Rost & Parsons, Ma 
comb, Ill., sends us this picture of their 
re-modelled appliance store. Front is 
porcelain, name lettering silhouette with 
neon behind. 
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MISING 


Joseph T. Gibbons, trading as the 
Washington Laundry, Washington, 
D. C., has been ordered by the Federal 
Trade Commission to discontinue cer- 
tain misleading representations in con- 
nection with the interstate activity of 
his laundry. Gibbons apparently repre- 
sented it that wearing apparel was 
washed with Ivory soap, and such not 
being the case he got the order. 


* * * 


One of the features of the deluxe 
models of the 1940 Philco refrigerators 
is a frozen food compartment. This 
naturally led to a promotional tie-up 
with Birds-Eye Frosted Foods. The 
thing has only just gotten under way, 
but James H. Carmine, assistant gen- 
eral sales manager of Philco, an- 
nounces that sales of these “advanced 
design” refrigerator models has in- 
creased 42 per cent since the promo- 
tional tie-up. Birds-Eye dealers are 
displaying the refrigerator on their 
floors in some instances, Carmine said, 
and some have even bought them for 
their personal use. 


Slot-Machine Shave 


Latest gadget is a coin-operated shave 
machine made by Essco Mfg. Co., Salem, 
Mass. Slip a dime in the slot and you 
get ten minutes of shaving. Razor is 
sterilized by ultra-violet after each use. 


F. C. Vickers Electric Shop of 
Perry, N. Y., has opened a branch in 
Geneseo, N. Y. C. Leslie Brion, who 
has been associated with the Vickers’ 
sales staff for some time, is in charge 
of the new store. Recently, the F. G. 
Batchellor & Company hardware went 
out of business in Geneseo, leaving 
that village and trading area with open 
franchises on several nationally known 
electrical merchandising units, which 
Mr. Vickers was able to secure. 


* * 

Walter J. Synoracki has opened a 
new electrical appliance store at 575 
Oliver St., North Tonawanda, N. Y. 
As manager of the J. J. Bugay store 
on Oliver St. in North Tonawanda, 
Mr. Synoracki became well known in 
the trade. Hotpoint products will be 
featured in the new store. 


* * * 


A modern electrical appliance store 
has been opened at 10-14 Bristol St., 
Canandaigua, N. Y., by Jean Levy. 
The store is under the management of 
Frank A. Rice. The store was opened 
by Mr. Levy to handle demand for 
electrical appliances formerly met at 
the Levy dry goods store in Canan- 
daigua. 


There’s a big profit field for you in Oil Burning Space Heaters. The 
Oil Burning Heater fits your sales set-up to a T, because it offers high 
unit sales that peak in the Fall. It’s a complete unit, easily installed— 
and the market is enormous! 

Soon, Florence will show you the finest line of Oil Burning Heaters 
ever to come out of the Company’s factories. There’ll be 28 hand- 
some models—every one of them with features that sell! There'll be 
all types, to fit your customers’ needs and pocketbooks. 

Florence is a leader in the industry and ‘this new line has been de- 
veloped through years of experience in the Oil Burning Heater market. 
It’s dependable—in style, performance and value. It’s backed by a 


a? 


nationally advertised name and a sales promotion plan that is working 


for thousands of dealers all over the country. 

Florence means business! Don’t miss the extra profits in Florence 
Oil Burning Heater sales! Write today for full information. FLORENCE 
STOVE COMPANY, Gardner, Mass. 


FLORENCE OIL HEATERS 


BACKED BY OVER 65 YEARS EXPERIENCE 
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The Sunligh Or On a washing machine is an economy 
for the housewife. 


It is a high-efficiency motor, which, of course, means low 
cost of operation. In fact, it means a saving on electric bills 
over many other makes of washer motors, according to 
laboratory tests. But even more important are the features 
that make the Sunlight motor virtually trouble-free—that 
safeguard against conditions which ordinarily 
result in repair expense. For example, high 
starting and pull-out torques provide extra power 
up to three times and more its rated capacity, as 
a margin of safety against stalling. Double fan 
. ventilation through large air ducts protects the 
windings from heat damage. The bearings oil 
themselves for the life of the washer. And 
national field service, quickly available practi- 
cally everywhere, protects the Sunlight warranty. 
The economy of the Sunlight motor has been 
proved by the experience of millions of washing 
machine users. It will help you sell washers. 
Sunlight Electrical Division, General Motors 
Corporation, Warren, Ohio. 


DEPENDABLE WASHING MACHINE 
MOTORS FOR TWENTY-THREE YEARS 
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H. E. Saviers of Reno, Nevada, . 


now running a removal sale, lookin, 
forward to the opening of the ney 
store, now scheduled for some tiny Ro 
early in May. eral 
large 
According to the company’s annus afili 
report, Pacific Gas and Electric 
pany sales representatives made mor publ: 
than 600,000 individual contacts wi Elec’ 
customers in northern California dyr. toda 
ing 1939. Prospects were submitted J will 
by more than 38 per cent of al! ey ceed: 
ployees, excluding those actually ep. man: 
gaged in sales work. pany 
Gray Gets Picture of 
Farm Market 
Ir 
serv 
com 
tion 
KG 
That utilities and dealers are not up on wel 
their toes in getting the electric range tion 
and water heater business from R.E.A. que 
and rural electrified districts is the opin- tele 
ion of Percy Gray of Thermogray, Inc., \ 
manufacturers of water heaters. Mr. Gray Fle 
e 
ought to know for he has spent his life an 
in Jefferson, lowa, a town of 5,000 in the ora 
heart of the tall corn belt. igal 
Most of the progress is being made by trat 
the bottle gas boys in the country,’ he wh 
told Electrical Merchandising. ‘The 192 
farmer has not yet been sold on how sec’ 
electrically heated hot water on his farm ay 
can save him money. On REA lines in sta 
some places they have a tricky setup - 
which holds the thing back—they require Po 
a farmer to use so much current before he 
he becomes eligible for the Ic rate for tin 
water heating.” ent 
In his spare moments Percy Gray makes 
motion pictures as his hobby and has 
thousands of feet of beautiful 16 mm 
film in color taken on his travels. 
Visualizer 
22 
| 5 rom 
E 
ti 
m 
cl 
S 
tt 
tt 
Hotpoint tells the story of “measured 
humidity" by means of this trick door . 
visualizer. It clips inside the refrigerator 4 
door and helps the salesman get his story k 
straight. d 
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General Electric Company 


Robert S. Peare, president and gen- 
eral manager of the Maqua Company, a 
large printing and engraving concern 
afiliated with General Electric in Sche- 
nectady, has been named manager of the 
oublicity department of the General 
Electric Company, it was announced 
today by President C. E. Wilson. He 
will assume his new duties at once, suc- 
ceeding Chester H. Lang, who becomes 
manager of apparatus sales for the com- 
pany. 


ROBERT S. PEARE 


In his new position Mr. Peare will also 
serve aS manager of broadcasting for the 
company with responsibility for opera- 
tion of its stations, WGY, Schenectady; 
KGO, Oakland, and KOA, Denver, as 
well as international broadcasting sta- 
tions WGEO, WGEA, and KGEI; fre- 
quency-modulation station W2XOY, and 
television station W2XB. 

Mr. Peare, a native of Bellmore, Indi- 
ana, entered the employ of the General 
Electric Company as a student in the 
accounting department two months after 
graduating from the University of Mich- 
igan in 1922, The following May he was 
transferred to the advertising department 
where he remained until September 1, 
1923, when he returned to the statistical 
section of the accounting department and 
a year later became assistant to the chief 
statistician. In October, 1926, he was 
elected secretary-treasurer of the Maqua 
Company and three years later became 
general manager. On January 1, 1934, 
he was elected president and has con- 
tinued to fill these positions to the pres- 
ent time. 


CHESTER H. LANG 


Chester H. Lang, manager of General 
Electric’s advertising and sales promo- 
tion activities since 1932, has been named 
manager of apparatus sales and vice 
chairman of the Company’s Apparatus 
Sales Committee, it was announced by 
vice president E. O. Shreve. The appara- 
tus or capital goods lines range from big 
turbines to tiny motors. 

As advertising manager, and a member 
of both the apparatus and appliance sales 
committees, Mr. Lang has been intimately 
associated with all commercial activities 
of the company. He organized its mar- 
ket research bureau in 1932, a section 
devoted to sales analysis of existing and 
contemplated products. 
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Belden 


Whipple Jacobs, president of Belden 
Manufacturing Company, Chicago, an- 
nounces the election of Herbert W. 
a as vice-president in charge of 
sales 


HERBERT W. CLOUGH 


This latest promotion comes to Mr. 
Clough after 18 years of service with 
Belden. Starting in April, 1922, he 
gained a broad picture of the business in 
the production division and inside sales 
department. As salesman, he represented 
the company in the Chicago district and 
later supervised government orders and 
Canadian sales. 

After a year in this capacity, Mr. 
Clough was made manager of merchan- 
dise sales and entrusted with the task of 
developing Belden’s jobbing program. 
This division has grown to a place where 
it represents approximately 20% of Bel- 
den’s business. 

About a year ago, Mr. Clough suc- 
ceeded Whipple Jacobs as general sales 
manager when the latter was elected 
president. 


Westinghouse 


Creation of a separate vacuum cleaner 
section in the Westinghouse appliance 
department to co-ordinate the company’s 


GEORGE E. WAGNER 


intensified activity on that appliance is 
announced by Frank R. Kohnstamm, sales 
manager of the Westinghouse Merchan- 
dising Division, Mansfield, Ohio. 

George E. Wagner, former laundry 
equipment regional supervisor, has been 
named manager of the new vacuum 
cleaner section in the Appliance Depart- 
ment, which is headed by H. B. Donley. 

Joining Westinghouse in October, 1937, 
Mr. Wagner served for a year as laun- 
dry equipment supervisor in the North- 
west District, with headquarters in Chi- 
cago. He then came to Mansfield, and 
served as laundry equipment supervisor 
until his recent appointment to head the 
new vacuum cleaner section. 


1940 


Norge 
Marking a broad expansion in the 
home office merchandising set-up for 


Norge kitchen ranges, J. A. Sterling, 
general merchandise manager, Norge 
Division Borg-Warner Corporation, an- 


E. J. KANKER 


nounces three major 
effective immediately. 

E. J. Kanker is appointed sales man- 
ager for all gas and electric ranges. S. J. 
McCarthy becomes assistant sales man- 
ager in charge of electric range sales. 

. M. Adams, named as assistant to 
Kanker, will conduct all office operations 
on ranges. The appointments follow a 
spectacular jump in sales of all types of 
ranges which, during the last three 
months, rose more than 79 per cent above 
deliveries in the same period of 1939. 

In taking over his new position, Mc- 
Carthy will retain a previous responsi- 
bility, management of the Norge kitchen 
planning and apartment house department 
which handles apartment house installa- 
tions and maintains relations with Norge 
outlets among utility companies. 

The appointment of Herbert Morley 
as plant manager for all Detroit manu- 
facturing units of Norge Division, Borg- 
Warner Corporation, is announced by 
Howard E. Blood, Norge president. 

Morley has been manager of the heat- 
ing and air conditioning division, being 


appointments, 


Globe Machine & Stamping Co. 


Francis M. Sloan has been appointed 
manager of the Oil Heater Division of 
the Globe Machine & Stamping Com- 
pany of Cleveland, O., according to an 
announcement by R. E. Wilcox, treas- 
urer, Mr. Sloan will direct the sales 
of the organization and will have charge 
of advertising of the oil space heater 
division. For the past four years Mr. 
Sloan has been manager of the Oil 
Heater Division of the Metal Door & 
Trim Co., Laporte, Ind. 


FRANCIS M. SLOAN 


Graybar 


On April 11, A. H. Nicoll was elected 
to the office of vice president of the 
Graybar Electric Company in New York. 
Since last November, he has served as 
assistant to the president, and for the 
eight years previous to that as district 
manager of Graybar’s San Francisco ter- 
ritory, which includes branches at Oak- 
land, Fresno, Sacramento, Salt Lake 
City, and Butte. 

Since 1924, when he was made Sales 
Manager at San Francisco, Mr. Nicoll 
has actively participated in all phases of 
industry work. In 1927, he was president 
of the San Francisco Electrical League 
and in. later years headed up various 
committees in the Pacific Coast Electrical 
Association. He also devoted a large 
portion of his time to work with the 
Pacific Division of National Electric 
Wholesalers’ Assocation and in 1933 was 
elected Chairman of the Division. 

R. S. Robinson has been appointed 
manager of the Graybar Electric Com- 


HERBERT MORLEY 


responsible for engineering, manufactur- 
ing and sales. To his duties will be 
added the manufacturing management of 
the aircraft parts division and the her- 
metic Rollator compressor division, as 
well as special gears and transmission 
parts, built both for Norge products and 
for various automotive clients. 


Carson, Pirie Scott (Chicago) 


Carson, Pirie Scott & Company, Chi- 
cago department store, have announced 
the appointment of Hugh Griffith as an 
assistant housewares buyer. He will 
assist R. E. Egan, Carson’s housewares 


and appliance buyer. 


R. S. ROBINSON 


pany’s branch office in Tampa, Florida. 
Mr. Robinson has served with the com- 
pany for 28 years, having commenced 
his career in 1912 with the Supply De- 
partment of the Western Electric Com- 
pany, now Graybar. 

He is well known in the electrical sup- 
ply business throughout the South, hav- 
ing served in capacities as salesman 
and sales manager in the Graybar of- 
fices located in Atlanta, New Orleans, 
Jacksonville, and Orlando. 

Also effective the Ist of April is the 
appointment of L. M. Smith as sales 
manager of the Graybar branch office 
in Orlando, Florida. Mr. Smith has 
been with the Company since 1929, and 
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AMERICA’S FINEST ELECTRIC BROILER 


NOTHING LIKE IT! 


a fast-moving 
money-maker 


IT’S MORE THAN A BROILER—IT’S REALLY A 
SMALL TABLE STOVE! No wonder the Broilking 
“Aristocrat” has been snapped up by alert buyers as 
the greatest appliance “natural” in a decade. Hand- 
somely chromium plated with black bakelite trim, this 
new Broilking is not only a record-breaking gift number, 
but a steady everyday seller—a quality broiler that has 
the jump on the field in design and outstanding selling 
. features. Other models listing from $6.75 to $8.65. 


GUARANTEED for one year (except cord, plug and porcelain tray) 


FEATURE s* 

* MORE BROIL 
ING 

AREA (125 $q. in.) 
COMPACT; 16” long 
10” wide, 7" high. 
° CHIP PROOF porcelain 

enameled drip pan. 


HEAT PROOF handles 
and legs. 


* BROILS FASTER—half 


time of average 
range broiler, 


* AUTOMATIC HEAT 
INDICATOR, 


* POSITIVE HIGH. LOW 


HEAT REGULATION. 
and many other features 


Write for the 
Broilking Profit Story 


Today! 


INTERNATIONAL APPLIANCE CORPORATION 


Metropolitan and Morgan Avenues, Brooklyn, N. Y. 
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Crosley 


The appointment of L. Martin Kraut- 
ter as advertising and sales promotion 
manager, The Crosley Corporation, has 
been announced by Thomas W. Berger, 
general sales manager. 


L. M. KRAUTTER 


Mr. Krautter comes direct from the 
Cramer-Krasselt Company, advertising 
agency of Milwaukee, where for four 


years he was copy chief. He had charge 
of all the creative work for some of the 
best known manufacturers of household 
appliances in the country. 

3efore entering the advertising agency 
business ten years ago, Mr. Krautter had 
been engaged in the retail sales of house- 
hold appliances. 

He has contributed articles on adver- 
tising and merchandising to trade, sales 
and advertising publications. 

Mr. Krautter’s appointment follows the 
appointment of Roy S. Durstine, Inc., 
New York, as advertising counsel to The 
Crosley Corporation and is part of an 
aggressive merchandising program inaug- 
urated by the company. 

The appointment of E. Reinbold as 
manager of the Beverage Bottle Cooler 
Division of The Crosley Corporation is 
announced by Thomas W. Berger, gen- 
eral sales manager. Mr. Reinbold is 
widely known in both the manufacturing 
and distributing branches of the bever- 
age industry. 


E. REINBOLD 


MAY, 
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For the past four years he was > 
charge of beverage cooler sales for Th 
Crosley Distributing Corporation of Chj. 
cago, where he made an outstanding sale: 
record. 

Duncan J. Morgan has been pla 
—- of market analysis of The Cros. 
ley Corporation, it was also announced 
The work of the department will cover 
market research, sales analysis and the 
analysis of industry trends, it was stated. 


d in 


D. J. MORGAN 


A graduate of both the Harvard Busi- 
ness School and Williams College, Mr. 
Morgan has both a fundamental training 
and broad experience in this work. 


Crosley Distributing Corp. 


Guy Flaig, for fifteen years connected 
with the electrical appliance business in 
Cincinnati both as distributor and manu- 
facturer’s representative, has been named 
manager of the Crosley Distributing Cor- 
poration of Cincinnati, Thomas W. 
Berger, general sales manager, The Cros- 
ley Corporation, has announced. Mr, 
Flaig’s appointment takes effect immedi- 
ately. 


GUY FLAIG 


For the past two years Mr. Flaig has 
been associated with the Smith Distribu- 
ting Company, appliance distributors 
Louisville, Ky. 


Proctor Electric 


Walter M. Schwartz, Jr., president 0! 
Proctor Electric Company, Philadelphia, 
announces the appointment of Roscoe E. 
Imhoff as general sales manager. Rf 

Prior to becoming associated with 
Proctor Electric Company, Mr. Imhof 
was connected with the Westinghouse 
Electric Company for twenty year 
Starting in the production departme 
he worked his way up to sales manager 
of the Merchandising Division, which 
position he held at the time he severed 
his connections with Westinghouse. 

During his many years of association 
with Westinghouse, Mr. Imhoff handled 
various divisions of appliances, particu- 
larly the marketing and sales of the 
electric iron. While the entire line of 
Proctor appliances is receiving Mr. /m- 
hoff’s attention, particular effort is beng 
put on the newly introduced and popular 
Proctor “Never-Lift” iron. 
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“There’s a crazy notion in this trade that if there are children in the home—they 
should stay away from porcelain enamel. Horse radish! That is as silly as saying 
that kids should eat from a pewter spoon instead of sterling silver. 


“Do you know what—? Listen to this:—the Porcelain Enamel Institute sent 
research people who personally inspected the refrigerators in 2349 homes. In the 
kid populated homes having boxes 4 to 6 years old the damage to all-porcelain 
boxes was less than half the damage to other finishes. In the homes having boxes 
7 to 10 years old the damage to porcelain enamel boxes was in the relation of 
40 to 100. Boisterous kids do damage to property—there’s no question about that 


oad —but not nearly so much to porcelain enamel as to other finishes. molten rock 1 is Virtually 
1S 1Du- ‘oc. fi sed 
eae, “And it only stands to reason the survey would turn out that way. Porcelain It is fling hard ang De 
enamel is flint hard—and steel strong—because that is practically what it is: a °n§—the lifer one 


Me finish 
mineral substance melted down and fused onto special steel at the terrific heat : 


of 1550° F. 
resident of “Yes—sell the all-porcelain box—especially to the lady who is raising children. 


Roscoe E. And remember: the all-porcelain appliance usually turns a higher profit, too.” oo Cetstnesy 
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Imhoft a PORCELAIN 


PORCELAIN ENAMEL INSTITUTE, Inc. ENAMEL % 
612 North Michigan Avenue * Chicago, Illinois SS 
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THEY COME BACK! 


ELECTRICAL APP 


¢ 


are not transient 
buyers; they are Mr. and 
Mrs. who bought from you (a 
roaster maybe) about a year 
ago. And they are returning 
today to talk to you about a 
range, say. That roaster, with 
the help ofits Chromel element, 
has pleased them so, that here 
they are to make another pur- 
chase from you. Maybe another 
roaster, for a gift. Now, we 
wouldn’t give Chromel all the 
credit. And yet it was Chromel 
that made the roaster do its 
stuff, in a trouble-free way. It is 
that trouble-free service, from 
Chromel equipped devices, that 
brings many a Mr. and Mrs. 
back to buy again. Chromel 
must be good, else it would not 
now be in use in millions of 
appliances. So, your judgment 
is obviously good, when you 
specify that your heating de- 
vices be equipped with Chromel. 


ELECTRICAL HEATING ELEMENT 


HOSKINS MANURACTURING 0. 


Detroit, Michigan 
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ROSCOE E. IMHOFF 


Mr. Schwartz alsao announces th: 
Charles P. Culbert, formerly sales mar 
ager, has been appointed Proctor distric: 
manager for the West Coast. This wa 
in conformity with Mr. Culbert’s re. 
quest as he has always desired to liye 
on the West Coast. He will be assiste 
by two territory supervisors. 


Eureka 


Sharp increases in Eureka sales hay: 
necessitated expanding the company’: 
sales personnel. H. W. Burritt, presi- 
dent of the Eureka Vacuum Cleaner 
Company, has announced the appoint 
ment of J. W. Purvis as western re. 
gional sales manager and O. H. Golberg 
as eastern regional sales manager. T! 
newly appointed regional sales manager: 
have both had extensive sales exper 
ence in the appliance field and are we 
known throughout their respective terri- 
tories. 


Edwin L. Wiegand 


Bruce A. Fleming, for the last six years 
an executive secretary of the National 
Electrical Manufacturers Association, has 
resigned to become assistant to the presi- 
dent of the Edwin L. Wiegand Com- 
pany, Pittsburgh, Pa., manufacturer oi 
Chromalox heating units for electric 
ranges and industrial uses. 


BRUCE FLEMING 


Since his graduation from the Uni- 
versity of Kansas and World War Nava! 
service, Mr. Fleming has been active 10 
sales promotion and in instalment financ- 
ing relating to appliance sales. He has 
served as branch manager for The Tim- 
ken Roller Bearing Company, vice presi 
dent of the General Contracts Purchase 
Corp., and came to NEMA from the 
Merchandise Department of the Gen- 
eral Electric Company at Bridgeport, 


onn. 

At NEMA he has directed the recent 
national promotional campaigns on_«lec- 
tric ranges, water heaters and refrigera- 
tors and has been active in the executive 
affairs of the Modern Kitchen Bureau 
and the Commercial Electric Cooking 
Council. 

Eugene Vinet, an electrical engineer 
well known in the utility field and for the 
last ten years with the Edison Genera! 


Electric Appliance Co., Inc., Chicago, 
takes over Mr. Fleming’s work 
NEMA. 


| 
‘ <} 4 
a/ — 
= | | 
* 


punces tha: 
sales mar 
ctor distric: 
his Was 
ulbert’s re. 
ired to live 
be assisted 


sales have 

company’s 
rritt, presi- 
im Cleaner 
he appoint- 
western re- 
H. Golberg 
nager. T} 
manager: 
ules exper 
nd are we 
ective terri- 


d 


ist Six years 
1e Nationa! 
ciation, has 
the presi- 
gand Com- 
facturer of 
‘or electric 


1 the Uni- 
War Naval 
active in 
nent financ- 
's. He has 
+ The Tim- 
vice presi- 
Purchase 
. from the 

the Gen- 
Bridgeport, 


| the recent 
ns on elec- 
d refrigera- 
1e executive 
nen Bureau 
ic Cooking 


al engineer 
and for the 
on General 
Chicago, 


work in 


DISING 


Ta PUBLIC is quick to sense outstanding value. Invariably, 
all other conditions being equal, buyers choose the greatest 
value for the money. 

Low prices alone may intrigue them. But the majority buy 
when low price is combined with exceptional quality. 

That’s why the Frigidaire Dealer has such a tremendous sell- 
ing advantage. For the 1940 Frigidaire Appliances are better 
than ever for less than ever. And that spells“ bargain” to hundreds 
of thousands of prospects. 

They know the name Frigidaire stands for quality. They know 


*All refrigerator prices quoted are Dayton de- 
livered prices, and include installation, Federal 
Taxes and 5-year Protection Plan. Transporta- 
tion, state and local taxes (if any), extra. 


the merit of General Motors products. And when a Frigidaire 
Dealer quotes prices way below any ever thought possible, they 
recognize the value and buy! 

The price tags tell the story. Never before have genuine 
Frigidaires sold for so little money. Every model offers most for 
the money in its price class. 

Yes, recognition of value is giving Frigidaire dealers their 
biggest year in history! 

FRIGIDAIRE DIVISION 
General Motors Sales Corporation, Dayton, Ohio 
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* All range prices quoted are retail prices, ex- 
clusive of local taxes and installation, in Dayton, 
Ohio, and many other cities. Proportionately 
low prices elsewhere. 
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Top Honors for Lamp Merchandiser 


Home Advisors? 


LEVELAND—That one home lighting 
advis over no more than than one 
ustomers and do a good job 
240 working days a year, 


is the recommendation of Mary Webber, 
home lighting specialist of the General 
Elect: ompany, made recently at a 
contert of advisors. A utility having 
30,004 meters should have a 
staff idvisors, she says. Twenty 
f t vote only one-half time to 
ghti 

scess of a lighting opera- 


full time 

DETVISO! 
4 id 


ls on supervision 
handling no more 
advisors. 


The G-E merchandiser at the left, de- 


signed to hold flashlight and radio 
ponel lamps, won top honors in the 
Counter and Shelf Display Division of 
the All-America Packaging Competition 
for 1939. Above C. A. Breskin of 
Modern Packaging magazine, awards 
bronze plaque to Norman Townsend of 
the G-E Lamp Department. G-E also 
won mention for its “Light Condition- 
pylon display. 


“Success or failure of the home light- 

advisor operation is measured in 
kilowatt-hours of revenue,” 
Miss Webber. The activity should 
be appraised from two viewpoints: (1) 
The accomplishment in individual homes 
in terms of watts added and activity of 
the socket. (2) The number of homes 
contacted daily in terms of advisor cost. 
Particularly convincing is the fact that 
when the records of customers were 
watched over succeeding years when no 
further contact was made, the consump- 
tion curve showed continued increase. 

The following table shows the approxi- 
mate watts to be added per recommenda- 
tion in order to obtain increases in con- 
nected load from 100 to 200 kilowatts per 
advisor per year. 


ing 
ink reased 
says 


TABLE | 


The approximate watts to be added per recommendation in order to obtain Increases 
in connected load from 100 to 200 kilowatts per advisor per year.* 


Number of Recommendati« ons Advisor- 
.0 


4.5 4.0 3.5 


Kilowatts Added 


2.0 Per Advisor-Year 
95 watts ¥ 105 watts 120°, watts - watts 165 watts 210 watts 100 
105 120 135 160 190 240 115 
120 135 155 180 220 270 130 
150 4a 165 190 220 265 335 160 
190 Fr 210 240 280 330 420 200 


* Based 


240 work-days. 


TABLE II 


Revenue To Be Expected From Kilowatts Sold Per Advisor Year at Varying Rates 
Based on 600 Burning House* 


Kws. Sold 

Per Adv 5¢ Rate J 4¢ Rate 34¢ Rate 3¢ Rate 2'4¢ Rate 2¢ Rate 14¢ Rate 
100 $3000 $2400 $2100 $1800 $1500 $1200 $900 
115 3450 2760 2415 2070 1725 1380 1035 
130 3900 3120 2730 2340 1950 1560 1170 
160 4800 3840 3360 2880 2400 1920 1440 
200 6000 4800 4200 3600 3000 2400 1800 

* When 


rever 


watts’ are added in inactive sockets, either a reduction in wattage credit must be made, or a 
e estimate made on suitably reduced burning hours. 


LIGHTING SHORTS 


S| lean-up in the home suggests, 
according to the Public Service Company 
f ¢ rado, new lighting fixtures. A 
Mar idvertisement invites the public 
to selection available in the util- 
ity’s fixture dis play room. Before and 
alter ures of a living room with upto- 
date ghting installed also formed a 
special teature article for the April issue 
yf t npany’s customer paper, “Home 
and Community Service.” 

> 

A t lighting and wiring de- 
igned for 1b] distribution, entitled 
“Your Home is recently been issued by 
the Western Institute of Light and Vision 

I Angel The booklet sells at 25c 

) ] pies 

* * 

Ay 26t 1 27th were meeting days 
for t nnual Pacific Coast conference 
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of the Illuminating Engineering Society, 
which this year held its gathering in the 
auditorium of the Edison Building, 
Angeles. 


Los 


ou 

Wallettes, Renualites, Pin-it-up lamps 
and adaptors formed the basis for March 
advertising by the Montana Power Com- 
pany, with the signature “See Your 
Lighting Dealer or the Montana Power 
Company.” 

A recent essay contest on “Safety First 

Guard Your Eyesight” which was 
sponsored by the Pacific Power and Light 
Company among the school children of 
Hood River, Oregon, received the hearty 
approbation of L. B. Gibson, county 
school superintendent, as expressed in a 
letter to the company. More than 400 
children wrote essays and it is figured 
that more than 1,000 children and adults 
benefited from the study of the subject 
which was incidental to the contest. 


LIGHT CONDITIONING CENTERS 
RING BELL IN ALLENTOWN 


ALLENTOWN, PA.—Unique in all dis- 
trict salesrooms of the Pennsylvania 
Power & Light Company are islands that 
display lamps and fixtures. These, accord- 
ing to J. M. Stedman, residential sales 
manager, are called “light conditioning 
| service centers.” 

| “Any customer coming into the build- 
| ing on business who has a lighting prob- 
lem sees this grouping and figures it is 
a good place to get information,” says 
Mr. Stedman. “Consequently he walks 
yver and exposes himself to some infor- 
mation.” 

The pylon display permits the showing 
f adapter type fixtures, pin-to-wall lamps 
and silvered bowl Mazda lamps. These 
centers are elaborate and colorful and 
permit full display and easy demonstra- 
tion. No sales of lighting fixtures are 
made to the public by the Pennsylvania 
| Power & Light Company. There is main- 


| 


MAY, 


All branches of the Pennsylvania Power & Light Co., Allentown, Pa., feature 
“Light Conditioning Service Centers"—focus point for home lighting equipment. 


| - Better Light—Better Sight Crisis 


“BUT | ONLY WANTED A 
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k 
dis] 
at 

tained at each light conditioning center tise 
a list of cooperating retailers and th iad 
types of lighting fixtures they handle -— 
When customers show interest regarding rat 
certain units, the company representative (1) 
advises them as to the merits and fea- a 
tures of the object they are looking over oe 
and refers them to the dealer handling sug 
the particular make in which the custo- JJ po, 
mer is interested. ; 

Only lamps carrying I.E.S. approva! ’ 
certificates are permitted in the display ag 
The service of home lighting representa- JH guy, 
tives furnished free of charge upon re- J So 
quest to every cooperating retailer, for wk 
calls upon their residential lighting pros- ap 
pects. tol 

Incidentally, Pennsylvania Power & 
Light Company supplies cooperative re- | 
tailers and company salesmen two sales st; 
manuals for use in their residential lig e 


ing training. 


150-WATT BULB, DEAR" 
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Western 


NEWS FLASHES 


Twelve Fresno appliance dealers 
combined recently in an essay contest 
sponsored by the local newspaper. 
Entrants were required to get their 
blanks from dealer’s stores, where they 
also could obtain information on which 
to base their 100-word essays on “I 

want an electric range because ‘ # 
Prize was, naturally, a $179.95 model, 
completely installed electric range. 
The contest was announced at the 
newspaper cooking school which is a 
more or less continuous spring event 
each year. The contest closes on May 
2th, the winner being announced at 
the June 5th meeting of the cooking 
school. 

@ 


Breuner’s Sacramento, Calif. store 
recently announced a sale of recondi- 
tioned trade-in refrigerators, all worn 
parts replaced and the job guaranteed. 
The refinished product sold at prices 
from $39.50 up. 


The Music Company of 
Alburquerque, New Mexico sponsored 
Westinghouse refrigerators at a three- 
day cooking school held in Albuqgerque 
during March. Alma Chambers, dieti- 


tian and home economist was in 
charge. 

* * * 
Ranges, refrigerators and portable 


dishwashers were all spring features 
at Meier and Frank’s of Portland, Ore. 
A special feature of the range adver- 
tisements was a “magic square”, which 
indicated by a table just how much it 
would cost to cook electrically at the 
rates of Portland utilities, based upon 
(1) last year’s bill and (2) the number 
in the family. In another advertise- 
ment summer cabins and camps were 
suggested as prospects for Eureka 
portable ranges. 
* 
That Mother’s Day this year was 
a good time to give electrical gifts was 
suggested to its customers by the 
Southern California Edison Company, 
which ran an advertisement on small 
appliances in the April issue of its cus- 
tomer houseorgan. 
Contracts have been let for the con- 
struction of a model home in Spokane, 


Wash., which is to be shown under 
the auspices of the Spokane Better 
Housing Bureau. “The purpose of the 
exhibit is to show how much utility 
and convenience can be packed into a 
$4,000 home,” according to H. E. Hal- 
stead, manager of the Bureau. Ten 
local architects competed for the $250 
in prizes which were offered by the 
First Federal Savings and Loan Asso- 
ciation for the best design. 
* * * 


The laurels for rural electrification 
in Oregon, which have been claimed 
by various communities, are now 
awarded to the Wallowa Valley, which 
produces a November, 1905 newspaper 
announcing the installation of electric 
lights and telephone in the farm home 
of Sam Litch of Alder Slope. 

* * * 


Low prices in refrigerators have led 
Breuner’s of Fresno to push extra 
large ——" They have been featuring 
an 8-cu. ft. model at $189.50. 

* * * 


Removal of flat rate water heaters 
from the lines of the Washington 
Water Power Company was speeded 
up by a trade-in offer of $15 for this 
type of water heater on purchase of a 
new heater at the Palace, Spokane 
department store. 


Dogs still “prefer meter readers,” 
but the one in Lewiston, Idaho, who 
tried to take a bite out of the ankle of 
a Washington Water Power service 
man who was installing a meter while 
standing on a step ladder, decided that 
he had bitten something he couldn’t 
chew. The current sought a path to 
the ground via the service man and 
the dog, and the latter, which was 
standing on the damp ground, got the 
worst of it. 

* * 

R. C. Nelson of the Palace, Spokane, 
has become new president for the 
Inland Empire Electrical Association 
of Spokane, J. Scott Jensen of Jensen- 
Byrd, is vice president, A. H. Wegner, 
of the Washington Water Power Com- 
pany, secretary, and V. J. Morris of 
the V. J. Morris Company, treasurer. 


Honors For Proctor 


Electric's Campaign 


In recognition of their success in promoting the Proctor "Never-Lift" iron, Walter 
M. Schwartz (center) and John Falkner Arndt, Proctor advertising counsel (right) 


were awarded the Howard G. Ford prize at a 


Managers Association of Philadelphia. 
Award Committee, presents plaque. 
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recent meeting of the Sales 


Donor Roy H. Warmee, chairman of the 


1940 


La Croix Electric Company in Green- 
field, Mass. was, until recently, a 
model appliance shop. Then a fierce 
fire struck it and now only the West- 
inghouse sign is left to identify it. On 
the right is one of the Westinghouse 
refrigerators, pulled out of the 
wreckage, which is now on display in 
the window of the Greenfield Power 
& Light Company. Sign says “It's still 
making ice-cubes" 


The Z.M.C.I. of Salt Lake City 
recently made quite an event of the 
opening of a new 1,000-kw. electrical 
and heating plant, which replaces a 
unit installed 35 years ago. Power 
and light are supplied from this plant 
to the Z.M.C.I. retail store, wholesale 
division and clothing factory. 

* * * 


Philco dealers and _ representatives 
from the 11 western states met early 
in April in Salt Lake City. James 
Carmine, assistant general sales man- 
ager of the Philco Company, reported 
that that firm has sold more refrigera- 
tors to date during 1940 than during 
the entire year of 1939. Air condi- 
tion unit sales had also more than 
doubled in volume. Cliff S. Bettinger, 
Pacific division manager, of San Fran- 
cisco, was in charge of the meeting. 


Purchase of a carload of Everhot 
roasters was announced by the Central 
Arizona Light and Power in an April 
advertisement which offered them for 
$16.95. “Buy them from any of these 
dealers,” reads the ad, listing eight 
local stores. 

The beginning of warm weather in 
Sacramento, California, was heralded 
by an 8-page refrigerator supplement 
to the Sacramento Bee, participated in 
by practically every local dealer. 


Denver enjoyed a cooking school 
recently, sponsored by the Rocky 
Mountain News. Dorothy Ayers Lou- 
don was in charge for the four-day 
session which was held on the morn- 
ing of April 16-19 in the auditorium 
of the Broadway Theater. 

* * * 

New low rates in the Portland, Ore- 
gon area have brought out consider- 
able “extra use” advertising on the part 
of the Portland General Electric and 
the Northwestern Electric Company. 
The new schedule starts at 3.5¢ for the 
first 50 kw.-hr., 75 kw.-hr. at 2.5¢, 100 
at 1.5¢, 900 at 0.7¢, with all in excess 
at 1¢. 

* * 

Annual convention of the Pacific 

Coast Electrical Association will take 


place this year at Oakland, Calif., May 
22 to 24, with the Hotel Oakland as 
headquarters. The meeting starts with 
parallel sessions of the various sec- 
tions, followed by a general session 
on Friday morning. General conven- 
tion chairman is H. Q. Noack of Hub- 
bard and Co. Guest speakers are to 
include Frank McLaughlin, president 
of the Puget Sound Power and Light 
Company, C. W. Kellogg of the Edi- 
son Electric Institute, and M. O. Troy, 
vice president of the General Electric 
Company, Schenectady. 
* 

Salt Lake City reports formation of 
active chapters of the new GE Retail 
Development League, first charter for 
that region being nee at Cedar City, 
Utah, with Harvey Luce as presi- 
dent. The Salt ey City chapter is 
to be under the leadership of Paul 
Huish as president, with Ross Ramsey 
as honorary president. Additional 
chapters are scheduled for Twin Falls, 
Idaho, Boise and Idaho Falls. 


A selection of groceries of all sorts 
was offered by Tull & Gibbs of Spo- 
kane, Wash., as premiums with Philco 
Refrigerators, a photograph of the 
promised food products accompanying 
the advertisement in local papers. 

* * 


April was a month of community 
cooking schools conducted by the 
Pacific Power and Light Company 
throughout its territory in western 
Washington and Oregon. Rural serv- 
ice agents made the arrangements, the 
schools being given by the home serv- 
ice staff wherever 25 or more house- 
wives signified their interest by prom- 
ising to attend. 
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YOUR STORE 


the HUB of 


1940 FAN SALES 


with the 


ReM LINE 


Ronin: & Myers can supply 


you with the fan to suit your cus- 


This complete line will make your you FREE, plus the tremendous 
store “the place to go for a fan.” 
Every fan in the line is fully guaran- 


teed for quality and performance by 


Robbins & Myers. 


But that’s not all. This vear there 
are new, lowest-in-history prices on story, told in “R & M Fans for 
every one of the popular R & M 1940,” Robbins & Myers’ illustrated 
“Junior” models... the fine fans FREE catalog showing this com- 


that bring buyers into your store. 


R & M Attie Fans 


display value of these beautifully 


hub of the season’s fan sales. 


Use the attached coupon AT 


plete line of highest-quality fans. 


30” to 58”—5000 to 21,500 C.F.M. 


R & M DeLuxe Quiet Fans 


10” to 16”— Desk and Pedestal Types 


R & M Standard Fans 


10” to 16”—For table or wall use 


R « M Junior Fans 


8” non-oscillating, 10” & 12” oscillating 


R «& M Non-Oscillating Fans 


10” and 12”—AC and DC 


R « M Air Circulators 

Floor, bench, wall and ceiling types 
R « M Ceiling Fans 

36” to 54”—3100 to 8600 C.F.M. 
R « M Home Ventilating Fans 


Portable, DeLuxe and Kitchen models 


R & M Heavy Duty Bucket Blade Fans 


For displacing large quantities of air 
R & M Ventilating Fans 
For Offices, Kitchens, Lavatories, ete. 


ROBBINS « MYERS, Inc. 


FAN DIVISION 
SPRINGFIELD, OHIO 


Robbins & Myers, Inc., 
Fan Division, Dept. H 
Springfield, Ohio 


Send me your FREE 1940 
catalog and details about 
new prices and free sales 


helps TODAY! 
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All this, plus R & M national ad- 
vertising in The Saturday Evening 
tomer’s need. whether he wants it Post, Time, and Business Week. 


for home, office, store or factory. plus powerful sales helps supplied to 


styled fans, will make your store the 


ONCE to get the whole, profitable 


The Hayden Furniture Mart of Salt 
Lake City announced the fact that 
they had taken on a line of Westing- 
house ranges and refrigerators by 
keeping open house on the first eve- 
ning after the event, with a sound 
motion picture film in technicolor as 
main feature of the program. 


“The Paris Wants You to Know the 
Inside Story,” writes this Salt Lake 
City store in a recent full-page ad, 
devoting the entire space to an account 
of price reductions in electric refrig- 
erators and the reasons back of them. 

+ * 


The spring range campaign in Salt 
Lake City sponsored by the Electrical 
League of Utah, which offered a set 
of aluminum ware as a premium with 
purchase of an electric range, has 
brought out a barrage of range adver- 
tising from electrical dealers. 

* 

The electrical dealers of Reno, Ne- 
vada, combined in a two-page spread 
of advertising recently, offering 50 
pairs of free movie tickets for “Young 
Tom Edison” to the first customers 
who reassembled a scrambled picture 


of Mickey Rooney which was cut in That's E. C. Holloway's word for keeping 
sections and run, a small bit in con- stubble off the chin. Here he's demon. 
nection with the ad of each dealer. strating part of the Remington-Rand 
* * * historical exhibition of shavers at the 

The new business department of the U. S. Patent Law Sesquicentennial Ex. 
Public Service Company at Denver hibit of electrical appliances in the Com. 


devoted the first two months of the 
year to a “Basketball Tournament | 
Sales Campaign,” with cash prizes for | 
the winning team, and tickets to the | 
AAU basketball tournament as addi- 

| tional awards to those who made 100 
| per cent of quota. 
| 


merce Auditorium, Washington, D. C.,, 
April 8-14. 


representatives of all branches of th 
electrical and gas industries in van 
couver. Emphasis was laid by W. 

A series of ten service meetings | Mainwaring, merchandising manag 
were held in Denver recently which | and W. G. Murrin, president of 


were widely attended by members of | company, on the solidarity of the it 
| the Denver Appliance Service Depart- | dustry, chief competition coming fro: 
ment of the Public Service Company the appeal of other merchandise for 
of Colorado. Subjects covered includ- | share of the customer's outgo. T! 
ed domestic and commercial refrigera- concluding event of the program wa: 


tors, electric ranges, motors and small a Cavalcade of Progress, in which t! 


appliances, washers and ironers and details of the sales program for t 


fluorescent lighting. coming year were outlined. — Slide: 
x * * shown on the screen interspersed tac ts 
Annual report of the chief account- and pictures of appliances with pho 
ant of Seattle’s City Light reveals that graphs of various leaders of the ele 
| merchandise sales by the department tricé al _indu try, whose word Dis 
| last year totaled $516,023 as compared simultaneously presented by means | 
| with $485,471 during 1938. Ranges on the loudspeaker system of the | ote 
| the lines Dec. 31st numbered 37,127, | the effect being that of a sound f 
an all-time high. * 
| * * 


From Omak, Washington, come: 

The B.C. Electric Railway Com- | word that the Claire F. Pentz Furn 
pany’s annual sales program announce- | ture Company has been appointed 
ment dinner this year brought out 700 dealer for the Hotpoint line. 


Syracuse Display Wins Philco Prize 


MALL DOWN PAYME 


. 


First prize in the nation-wide contest among Philco distributors to select the 
most effective display promoting the recent history-making four-page color pull- 
out in Collier's on Philco refrigerators went to the Broome Distributing Co., Inc., 
of Syracuse, N. Y. In addition to the first prize presented to Sam Diamond, 
manager of Broome Distributors, by Stuart Falk, manager of Philco's Eastern 
Division, honorable mention was accorded four other entries; Columbian Elec- 
trical Co., Kansas City; Strevell-Patterson Hardware Co., Salt Lake City dis- 
tributor; Southwest Radio & Equipment Co., Oklahoma City, and Philco Distribu- 
tors, Inc., of Chicago. 
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BONDERIZING * PARKERIZING — i} facturers of the most important things you buy. 


This booklet points the way to Automobiles, Trucks, | 
Refrigerators, Washing Machines, Electrical Devices, 

Office Equipment, Air Conditioning, Steel Windows and 

Screens, Metal Furniture and galvanized sheets, as well 

as scores of other products that carry the “Invisible 

Quality” of rust-proofing for finish protection. 


It is a guide to higher quality for the consumer, and a 
sales aid to the manufacturer and dealer. We will be glad 


pt MONTH millions of both private and industrial 
to send you a copy if you would like one. 


consumers are made aware of the benefits of Bonder- 
izing through advertising in the nation’s top group of 
publications. 


Thousands of interested buyers are asking, “Where can 
I get Parker Processed Products’? 


Te hi i h iled a book th 


ct the 


al leaders in the iron and steel working field. In some in- BONDERIZING * PARKERIZING 

., Ine., dustries practically every manufacturer is represented. 

ymond, 

— PARKER RUST PROOF COMPANY e¢ 2164 E. MILWAUKEE AVENUE e DETROIT, MICHIGAN 
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DISING 


ot INTEREST CONSTANTLY MAINTAINED 
CONTINUOUS ADVERTISING 


“DIAL-THE-FABRIC” 


ATIC IRON 


$999 


G-E “DIAL-THE-FABRIC” 
AUTOMATIC IRON 


Streamlined. 

“Dial the fabric’”’ heat control. 
Compensating thermostat. 
Moulded handle and thumb rest. 


YN 


Fast heating Calrod unit produces even sole- 
plate ironing temperature. 


6. Button nooks to save buttons. 
Chromeplate finish, attractive, durable. 

8. Heel rest to save lifting. 

9. Long-life cord set, moulded rubber plug. 

10. 1000 watts for faster ironing. 

11. Weighs only 4!4 pounds. 

12. List price $8.95. 


G-E “MET-L-TOP” 
IRONING TABLE 


1. All metal—will last a lifetime. 

2. Lightweight—warp-proof—fireproof. 

3. Vapor-vented—vents carry off steam and aid 
in faster ironing. 
Patented folding legs—fold easily without 
adjustment. 

5. Rigid construction—standard size. 

6. List price $5.95. 


IRON and IRONING BOARD 


COMBINATION DEAL 


APRIL Ist to JULY Ist 


GENERAL ELECTRIC 
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COMPLETE 
ADVERTISING PROGRAM 


THIS 
OUTSTANDING OFFER 


is backed 
advertising 
includes: Broadside, ry 


Pages, fF 

Pennants uders, | Handbills, 

Mats. Spaper Ad 
. 

See your G-£ 


once to tie in with this 
merchandising offer. 


MAY, 


1940—ELECTRICAL MERCHANDISING 


TOASTMASTER HAS NEW 
SOUND-SLIDE FILM 


The Toastmaster Products Division o 
the McGraw Electric Company has jus 
released a 15-minute sound- slide film 
entitled “Smoother Sale-ing” to be 
shown to the retail sdles people of elec. 
trical appliance departments. 

According to W. E. O’Brien, Toast. 
master’s domestic appliance sales map. 
ager, this film was prepared on the 

sis of studies and surveys made 
throughout the country on the retajj 
sale of electrical appliances. The results 
of the study indicated that underneath 
every good selling job were the knowl. 
edge and use of two or three simple 
basic selling fundamentals. These basic 
selling ideas are amplified and explained 
through the use of pictures and coord}. 
nated sound to make the film “Smoother 
Sale-ing” of practical value not only in 
the sale of Toastmaster Products, by 
also the sale of every product in the 
electrical appliance department. 

Those who view the film are also given 
a small booklet entitled “Step Up Your 
Volume” which is based on the material 
given in the film, and which serves to 
call to mind the selling principles demon- 
strated in the picture. 


Speaking of Things 


Webster defines rebus as “of things” 
and it is “of things” that range salesmen 
have to talk when making a demonstra- 
tion. This rebus board tells the electric 
cookery story with a few words, many 
pictures and a few simple articles. A 
box of safety matches on the board stress 
the fact they aren't needed. 


GENERAL ELECTRIC 
SALES UP 25°, 


Sales billed by the General Electric 
Company during the first quarter of 1940 
amounted to $85,949,194, compared with 
$68,537,269 during the same quarter last 
year, an increase of 25 per cent, President 
Charles E. Wilson announced to the 
stockholders of the Company at their 
annual meeting here today. 

Profit available for dividends amounted 
to $11,951,450 or 41 cents a share, for 
the first quarter this year, compared with 
$7,373,431 or 26 cents a share, for the 
first quarter last year, an increase of 62 
per cent. A dividend of 35 cents a share 
for the first quarter is payable to stock- 
holders on April 25th, compared with 25 
cents a share paid for the first quarter 
last year. 

Orders received during the first quar- 
ter of 1940 amounted to $97,490,047, com- 
pared with $86,882,953 for the same 
quarter of 1939, an increase of 12 per 
cent. 
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HOTPOINT 


A Complete Sanitation Center 
for the Modern Kitchen 


The Electrasink consists of 1. 48-in. 
Sink 2. New 2-Rack Hotpoint Elec- 
tric Dishwasher 3. Kitchen Waste 
Exit 4. Storage Cabinet. 

New 2-Rack Dishwasher added to 
»the Hotpoint line of Kitchen Sanita- 
tion Equipment (57 pes. plus cutlery). 


Show home builders how new Electra- 
sink enhances value of property while 
providing new convenience and sani- 
tation. Ask for complete sales story. 
The Electrasink: 

1. Full-size sink bowland 24-in. drain 
board of stain- resistant porcelain. 


HERE’S A REAL SALES ANGLE FOR YOU 


2. Washes and dries dishes, pots and 
pans as well as itself in a new way. 


3. Disposes of all garbage by elec- 
tricity—the easy sanitary way. 

4. Provides 24-in. storage cabinet 
beneath sink for soap and gadgets. 
EDISON GENERAL ELECTRIC APPLIANCE CO., INC., 5620 W. Taylor St., Chicago, Ill. 


Table Top 
Model M-11 
2-Rack 
Dishwasher 
fits 24 inch 
space. 


new 


All models 
available 
without tops 
for 
counter in- 
stallation 


Kitchen 
Waste 
No. J-2 fits 
any sink with 
5 inch drain 
opening. 


under 


Single Rack Dishwashers (30 pes. capacity) for smaller homes and home 


demonstration. Order home demonstration Kit H. D 


$9.75 f.0.b. Chicago. 


ELECTRIC RANGES REFRIGERATORS 
WATER HEATERS - WASHERS AND IRONERS - CLOTHES DRYERS 


Edison General Electric Appliance Co., Inc. 


Taylor Street, Chicago, 


models, 


am 


MAIL THE COUPON TODAY! 


ore information about the new Hotpoint ELECTRASINK, and other 


+ nhwasher 


State 
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LISTENING 
your 


Phonograph Records of Their Own 
Teach Idaho Salesmen 


Sales Talks 
Their Mistakes 


HEN Ralph E. Gale was in 
charge of the Twin Falls divi- 
sion of the Idaho Power Com- 
pany, he discovered the advantages of 
using phonograph records for the train- 
ing of salesmen. Later as commercial 
manager of the entire company, he 
proceeded to put the method into 
more general use. So valuable was 
it in revealing to a man his own 
shortcomings and leading to self im- 
provement that its use has been ex- 
tended to all departments of the com- 
pany’s work. The company now has 
installed complete recording equip- 
ment for 33-r.p.m. records playing 5 
minutes to a side—and almost every 
employee of the company who has 
any contact with the public at some 
time listens to himself as he sounds 
to the customer. 
The type of records used can be 
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treated so that they may be played 
back at once. Recording equipment 
is portable. 

Salesmen, by the very nature of the 
temperament which makes them good 
at their job, are a fairly self confi- 
dent lot. Considerable good advice 
can roll off their backs without mak- 
ing much impression, simply because 
they do not believe it necessary. Bu 
what happened when they first 
tened to their own voices on a phono- 
graph record? They became fighting 
mad—at their own mistakes. They 
wanted to start right in and do the 
job over again at once to wipe them 
out. No criticism could have been 
more devastating than their 
More recently their records, which 
originally were full of speech detects 
—“hems” and “haws” and occasional 
mispronunciations, have greatly im- 
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|. The men have taught them- 
selves the art of effective speech 
control. 

Sometimes the sales talks are re- 
hearsed in advance and then re- 
corded; occasionally a microphone 
installed beneath a desk reports a 
conversation with a customer as it 
actually takes place. This method was 
ysed in the order and complaint de- 
partment (with the full knowledge 
and consent of the employee involved, 
of course). The records are more 
for self correction than for the pur- 
poses Of detecting faults, on the part 
of those in command. Great improve- 
ment in methods of handling custom- 
ers resulted from this self study. 

Most companies have some system 
by which the sales supervisor from 
time to time accompanies the sales- 
men on their routes and later helps 
the man to better his sales talk. Time 
is saved in Idaho by having the man 
make a recording which he submits 
to the merchandise manager. Fred 
Ingraham, at the head of this work, 
is able to listen to these records at 
headquarters and then can write to 
the salesmen making suggestions. 
Tactful corrections are found easier 
to make when the salesman can listen 
to himself and recognize his own 
fault. 

Corrections, of course, are not 
solely on the basis of delivery. During 
the “Hold the Load” campaign on 
commercial lighting which was a fea- 
ture of last year’s program, O. C. 
Mayer, manager of commercial and 
industrial sales, made use of the sys- 
tem to check on the sales story being 
told by his sales crews in meeting 
typical customers. The presentations 
were found to be excellent from the 
standpoint of meeting complaints and 
of selling more business to possible 
prospects, but the men were weak 
when it came to talking to customers 
who wanted to cut down their load. 
The public relations story, it was felt, 
was also not as well worked out as 
was possible. Sometimes, by using 
the wrong wording, the salesmen were 
laying themselves open to customer 
comebacks which could easily have 
been avoided. 

On the basis of these studies sam- 

ple talks were worked out which illus- 
trated for the salesmen how to avoid 
wrong combinations of words which 
might lead to misinterpretation or 
wrong reactions. The sales message 
was based on the “advantage, proof, 
action” sequence of presentation and 
was designed to sell the customer on 
his present use to prepare him to 
buy more at a fairly low cost in the 
upper brackets of the rate. To bring 
up the standard of the public rela- 
tions presentation, employees were 
given the Daniel Starch course. A 
checkup on the application of these 
suggestions was also made through 
these recordings and showed that the 
lessons had been thoroughly taken to 
neart. 
_The records also prove invaluable 
in the training of new employees, 
both in the sales and in the home 
service departments. Making of a 
satisfactory record of their own talks 
serves by way of a final examination 
which means promotion into actual 
field work. 


ELECTRICAL MERCHANDISING—MAY, 


HAS GREATEST VALUE 


APPEARANCE 59035 


EFFICIENCY 


SLIGHTLY HIGHER 
IN CANADA 


pols ON 
lask can be pur- 
“phased extra. 


Advertised 
Nationally 
in the Saturday 
Evening Post. 


DMR. DEALER-YOU CAN 
PROFIT WITH ROYALAIRE! 


THE P. A. GEIER CO:, 540 E. 105th Street, Cleveland, Ohio 
CONTINENTAL ELECTRIC CO, LEP. TORONTO, ONT., CANADA 


@ 


PAGE 73 


1940 


- 
| rom MY Dealer 4 
< 
‘ 
— 
y 
2 
| 
| 
— 


NEW MERCHANDISE 


Stewardess, wall clock for living 
room, small office or den; tan and 
gold metal case; 5 in. dial; brown 
lacquered numerals and hands. 

Steward, bedside table or dresser 
bell-type alarm; brown plastic base; 


PHILCO Refrigerators 


Philco Radio & Television Corp., Tioga & 
C Sts., Philadelphia, Pa. 


Vodels: LU-6 and LR-6 have been oer : 
added to Standard “U-type” evap- 54 in. dial, gold color case; brown 
orator series for complete coverage of hands and numerals. Barrington, 
low-priced field. tambour design for mantel or shelf; 

brown wood case; 54 in. dial; light 
cream with gold numerals on black 
band; gold bezel and hands. All 
models self-starting Telechron move- 
ment. 


G-E Iron and Board 


General Electric Co., Appliance & Mdse 
Dept., Bridgeport, Conn. 
Device: Model 119F114 automatic ;; 
in combination with “Met-L-T 
ironing board. 
Selling Features: “Dial the 
automatic heat control for var 


Prices: Resolute, Imp, and Stewardess, 
$5.95; Steward, $6.95; 
$9.95. — Electrical 


May, 1940. 


Jarrington, 
Merchandising, 


STEWART-WARNER Ranges 


Stewart-Warner Corp., 1828 Diversey Park- 
way, Chicago, III. 


Models: 1941 Stewart-Warner “Scotch- 
Maid” Ranges 9091, 9081, 9071, 9061. 
Selling Features: “Thrift Heat’ sur- 
units one in (44 to 221) 
watts); two 6 in. (26 to 1300 watts); 


types of material such as silk, ray 
wool and cotton; iron weighs 4 


6 qt. deep-well aluminum cooker with Selling Features: LU-6, 64 cu. ft.; ca > eee handle and Tex: -_ 
adjustable trivet and deep fry basket equipped with removable crisper, self- ite thumb-rest ; Re gyn page 106 . 
(20 to 1000 watts) ; Duo-Matic pre- closing evaporator door, crystal glass nected cord set; nog stand: com asta 
heat control switch automatically per- cold storage tray LR-6 has non- pensating thermostat ; : patton nook: 10 
mits oven to be ready for “preheat” refrigerated reserve storage bin, large chromeplate finish ; large solepiatgag new 

“Bake” or “Special Bake” in one moonstone cold storage tray and slid- _ Metal ironing board of simplif ir v 
consecutive operation; 5-way timer ing crisper drawer. rigid all-metal, Vapor 
operates Econ-o-Way Cooker, left A special promotion feature offers vented top swe 

rear surface unit and both at the a Philco kitchen radio with built-in Westinghouse Roaster-Oven patente mode 
same time: illuminated signal indica g easily. apoli: 
tors on Master Panel shows when Westinghouse Electric & Mtg. Co., Price: Iron only, $8.95; ironing boar autor 
unit is “on” and amount of heat being Mansfield, O. $5.95: but the 2 are offered in congm ere 


used. 6-position oven and _ selector 
switch; upper unit 2300, lower 2600 
watts; other features include auto- 
matic interior oven light; self-cleans- 
ig Oven vent automatically dispenses 
with excessive moisture, prevents col- 
lection of grease or food distillates ; 
convenience outlet for small appli- 
ances; white porcelain finish, blue 
porcelain interior; satin chromium 
handles knobs and control panels.— 


Electrical Merchandising, May, 1940. 


Device: Roaster-Oven with “Time- 


Temp” shelf. 


Selling Features: Removable “Time- 


Temp” shelf gives user at a glance 
correct temperature setting and cook- 
ing time for foods, made of chro- 
mium-plated steel, it slides easily in 
and out of roaster base and serves as 
utility shelf when drawn part way 
out; other features include “look-in” 
lid; convenient lid-holders; newly- 
designed body; new long signal 


bination for $9.95 plus buyer's 
iron.—Electrical Merchandising, M 
1940. 


light; Fiberglas insulation; bimetallic 
thermostat; equipment in roaster in- 
cludes a set of Hall China ovenware. 

A special merchandising offer ef- 
fective until July 31 includes an all- 
steel-table free with purchase of each 


v 


Sessions self-starting clock (valued 
at $30.) free with purchase of any 
Philco Advanced Design refrigerator ; 
a Hammond electric clock is offered 


“in free to purchasers of lower-priced new  “Roaster-Oven.” — Electrical 
models. Merchandising, May, 1940. 
Prices: LU-6, $119.95; LR-6, $139.95. v 
—Electrical Merchandising, May, i i . 
1940, ’ S y PELCO Coin Vending Cooler CLEARTONE Chimes 


Portable Elevator Mfg. Co., 


Bloomington, Ili. The A. E. Rittenhouse Co., Inc., Honeo 


Falls, N. Y. 


; Model: No. 326 Pelco dry refrigera- Vodels: Cavalier, Challenger, Trojagy""9 
tion cooler. Princess, Regent. med 
4 Selling Features: Will vend 5 different Selling Features: Cavalier, 2-1 ili 
flavors; fan type refrigeration sys- signal is sounded for front entrang 
HOTPOINT Water Heaters tem requires no water bath; adequate and single note for rear door; qui 
capacities in vending drum and pre- enamel with chrome finish or 1 and 
Edison General Electric Appliance Co., cooling compartment; fully selective ; and brass; 10% in. long, 7% in. wide @... ; 
5600 W. Taylor St., Chicago, I/I. bottles stand upright; forced air cir- Challenger, enclosed bar type ch Both 
Models: Master 10 gal. and Vogue 18 culated throughout cooler assures for use as maids’ calls, office sok 
al proper, quick and efficient cooling; and signals, available in single-c Hea 
cast aluminum and brass vending and 2-door types; ivory with gold, 
yelling Features: Master 10 gal. round unit; equipped with }? h.p. commer- white and chrome; 7tin. wide, 4 - 
heater designed for small homes cial compressor ; mechanical parts en- high. and 
without basements and for small com- closed. — Electrical Merchandising, Trojan, single note bar type ch wer 
mercial appli ations Vogue 18 gal. May, 1940. for maids’ calls, office calls, ¢ C 
square table top model harmonizes ivory enamel with gold finish sou¥j y 
with other kitchen equipment; 1- TELECHRON Clocks bar; 5fin. wide, 6 in. high. whi 
piece, stain-resistant por elain enamel Warren Telechron Co., Ashland, Mass. Princess, 2-tube chime has hee", 
top without backsplasher, 36 in. from < signal for front door and a sing @] q..: 
floor, providing additional work sur- Models: Resolute, Imp, Stewardess, note signal for rear door, ivory “A 
face. Steward, Barrington. brass or bronze and brass 
Both models equipped with single Selling Features: Resolute, ship’s wheel tubes brushed brass, 41 in. long, - 
Calrod immersion-type heating units clock; polished and lacquered brass in. wide. am 
and Thermosnap temperature con- case, 6 wheel spokes; cream dial has Regent, 3-tube chime, same mas 
trols; standard wattages: 1500 maxi- blue-starred numerals; 34 in. diam.; Princess except it has third ‘ii a9, 


mum at 115 volts; 1500 or 2500 
watts at 230 volts. 

Price: Master 10 gal. $49.50 f.o.b. Chi- 
cago; Vogue 18 gal. Table Model, 
$63.50 f.o.b. Chicago. — Electrical 
Merchandising, May, 1940. 


which is silent and serves as deco" 
tion only; 41 in. long, 7+ in. wide. 
Prices: Cavalier, $3.95; Challenger, 
door, $1.95; 2-door, $2.95; Troja 
$1.; Princess, $4.95; Regent, 5).?° 
i Electrical Merchandising, May, 1% 


easel foot rest. 

Imp, bell-type alarm in ivory, rose 
or brown molded case; double bezel 
of polished metal; 3 in. square dial 
with cream background and brown 
characters. 
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ANDISIN 


MERCHANDISE 


MARKEL Heetaires 


ake! Electric Products, Inc., Buffalo, N. Y. 


iodels: Built-in-wall Heetaires. 


ling Features: Series 230 provides 
th fan-forced heat and radiant heat 
irom a Neo-Glo element mounted in 
‘ront of polished chromium reflector ; 
wailable in 1000, 1500, and 2000 watt 
models; 12 x 18 in. 3 in. deep, easily 
gstalled in new or old walls. Series 
20 and 220 fan type heaters have 
new simplified method of fan-forced 
ir which gives a steady output of 
ot air while incoming air serves to 
901 heater box and grille; some 
models are equipped with Minne- 
spolis-Honeywell Thermostat for 
utomatic heat control.—Electrical 
Merchandising, May, 1940. 


HOTPOINT Ranges 


fdison General Electric Appliances Co., 


5600 W. Taylor St., Chicago, III. 


(odels: Classic RC-6 and a new Aris- 


‘ocrat model. 

ling Features: Classic, for inter- 
mediate priced market, replaces and 
s similar to Diana with 3 spacious 
utility drawers instead of one; Aris- 
‘ocrat has 2 utility drawers —one 
equipped with special cutlery tray, 
and a warming compartment drawer 
‘quipped with a 400 watt Calrod unit. 
Soth models have 1-piece Monotop 
‘cooking top; Hi-Speed, Select-A- 
Heat (5-heat) Calrod surface units; 
‘ qt. Thrift cooker; “Broiler-Meas- 
ire” guide for placing broiler pan 
and rack at correct height for desired 
roiling results. 

_Classic standard equipment includes 
venetia-Lite cooking top lamp and 2 
white condiment jars; oven pilot light 
muilt into switch panel glows when 
iesired oven temperature is reached. 
_ Aristocrat equipped with - white 
iimemaster oven timer-clock, 4- 
uvered Venetia-Lite cooking top 
amp and 2 white condiment jars; 
master pilot light in backsplasher 
sows when any switch is turned on 
at any heat, including warmer; oven 
ght; Thrift cooker uses embossed 
nside double-cover lid, quart mark- 
tgs embossed in side of cooker pail; 
porcelain enamel exteriors.— 
Electrical Merchandising, May, 1940. 


SCHICK Shaver 


Schick Dry Shaver Co., Stamford, Conn. 
Model: “The Lady Schick” shaver for 


women, 


Selling Features: Specially constructed 


shearing head that fits a woman’s 
needs and protects tender skin; twin 
creams, designed to retard, lighten 
and soften regrowth of superfluous 
hair and save skin irritation supplied 
with shaver; packaged in brilliant 
red or clear sea green suede case.— 
Electrical Merchandising, May, 1940. 


= 


v 
VICTOR Fan 
Victor Electric Products Co., Cincinnati, O. 
Model: FS12X Victor “Scatter- 
Breeze.” 


Selling Features: 12 in. non-oscillat- 


ing; breeze spreader eliminates all 
drafts, gives constant breeze to all 
parts of room; no radio interference ; 
single speed; 50 watts; 1540 rpm; 
900 cfm; light gray finish with 
Silchrome blades. 


Price: $12.95.—Electrical Merchandis- 


ing, May, 1940 


TORK Clock 


The Tork Clock Co. Inc., Mt. Vernon, N. Y. 
Device: 14 in. wall clock No. 164. 
Selling Features: Self-starting; sweep 


second hand; curved glass front; con- 
venient set knob; mitered wood case; 
14 in. square; 12 in. dial; walnut or 
white enamel. 


Price: $8.50.—Electrical Merchandising, 


May, 1940. 
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UNIVERSAL Hot Plates 
Landers, Frary & Clark, New Britain, Conn. 


Models: Two single and two twin 


units. 


Selling Features: No. E2962 single, 


1000 watt, 64 in. unit—3 heat switch: 
high 1000, medium 500 and low 250 
watts. 

No E2952 has two 64 in. units— 
controlled by 3-heat switches, right 
unit, high 650, medium 325 and low 
163 watts; left unit high 1000, 
medium 500 and low 250 watts; total 
wattage 1650; cooking top 84 in. 
wide, 184 in. long; E2962 and E2952 
have totally enclosed construction 
with white porcelain enamel finish. 

No. E161, single, 1000 watt 58 in. 
unit; No. E150 twin unit has two 
58 in. units, right 650 watts, left 1000 
watts; both models have 1-heat only 
with sheathed unit construction, black 
enamel crackle  finish—Electrical 
Merchandising, May, 1940. 


G-E Cleaner 


General Electric Co., 
Appliance and Mdse. Dept., 
Bridgeport, Conn. 


Models: 3 new motor-driven brush 


floor and 1 tank-type cleaner. 


Selling Features: AVF-15, “Special” 


has 1/5 hp. G-E a.c.-d.c. motor; 
built-in fan cooling system, foot-op- 
erated tilting device, over-sized rub- 
ber bumper; gray sand-blast finish 
with flue striping, chrome-plated steel 
handle with hard rubber grip and trig- 
ger switch; double row of flexible 
bristles, motor driven have 3-point 
adjustment; nozzle adjustment on 
rear wheels foot operated; wide top, 
close weave sateen bag; attachments 
direct-connected to fan chamber; 
weighs about 13 Ibs. 

“Moderne” AVF-18 with fully- 
tufted motor driven brush; 25-watt 
headlight, vibration-proof; modern 
design, tan and dark brown with 
chrome finish; foot-operated handle 
lock; foot tabs for easy emptying bag. 

“Deluxe” AVF-19 pistol-grip han- 
dle, hollow to hold dust rag; . spot- 
light built on top of nozzle; brush 
mounted in large resilient rubber 
pads with multiple-point adjustment ; 
2-speed, 1/5 h.p. G-E motor; con- 
denser reduces radio _ interference 
noises; weighs 14 lbs. 14 oz.; ma- 
roon, silver and brown finish. 

Tank-type “Air-Flo” model AVT- 
70 has 500 watt, 1/3 h.p. motor; 
condenser reduces radio interference 
noises; 2-stage type fan, each fan 
having 6 blades; streamlined cylinder 


finished in dark brown and tan with 
lacquered end caps; _ streamlined 
skids; felt gasket mounted between 
bag and motor treated with aromatic 
oil gives off pine odor when cleaner 
is in use; push-button switch; bag 
mounted on steel frame for easy 
emptying; cleaning tools for above- 
floor cleaning standard equipment; 
8-ft. hose with swivel end; 2 exten- 
sion tubes; floor tool with built-in 
adjustable brush; flexible molded up- 
holstery nozzle; fibre blowing tool; 
14 oz. sprayer with screw adjust- 
ment; glass jar for deodorizing; 
package of dichloricide crystals for 
demothing. 


Price: “Special” $29.95; “Moderne” 


$39.95; “De Luxe” $54.50; “Air-Flo” 
$59.95. — Electrical Merchandising, 
May, 1940. 


G-E Refrigerator 


General Electric Co., Appliance & Mdse. 


Dept., Bridgeport, Conn. 


Model: BH6-40 for intermediate price 


bracket. 


Selling Features: Capacity 6.2 cu. ft.; 


combines features of G-E standard 
and master series; 12 lb. cold storage 
compartment provides low tempera- 
ture with automatically-adjusted hu- 
midity for meat preservation; 2 veg- 
etable drawers are equipped with 
glass covers; interior floodlight; 
stainless steel super-freezer; 12-point 
speed control; 4 “quick” ice trays; 
3 casseroles, 2 Pyrex leftover dishes, 
glass water bottle and butter dish; 
adjustable stainless steel shelves with 
T-rail fronts; vacuum-sealed CF-2 
unit; Thermocraft insulation; ex- 
terior styling same as present Deluxe 
line with center fluted columns and 
stainless steel grille with black base; 
Glyptal-baked enamel exterior, por- 
celain interior, acid resistant bottom. 


Price: $182.25 plus $5 for 4-year re- 


placement warranty in Zone 1— 
Electrical Merchandising, May, 1940. 


CROWN Range 
Crown Stove Works, Cicero, I/II. 


Model: “Plug-In Dinette” wall outlet 


range. 


Selling Features: One right fast unit, 


1 left medium unit with 3-heat posi- 
tions; oven element can be had for 
1650, 1440 or 1350 watt loads; re- 
versible for broiling; standard volt- 
age 110-115, ac. only; no_ special 
wiring required; oven interior 
16x134x12 in.: overall height 39 in.; 
cooking top 194x15} in. 36 in. high; 
utensil compartment 16x14}x94in. 


Price: $59.95. Electrical Merchandis- 


ing, May, 1940. 
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YOUNG MAN, 
YOU MUST BE A 
MIND READER! 


Lucky for me I knew she 
was wondering “‘What’s 
under the enamel?” 


HAD just finished telling her all about the fine 
porcelain enamel finish on that stove . . . how 
food stains wipe right off... how with ordinary 
care it will stay beautiful for a lifetime. 

Then she adjusted her bifocals and bent over to 
get a close-range look. I could see she was curious 
about something.“ You'd like to know what's under 
the porcelain enamel, wouldn’t you?” I asked. 

She straightened up, surprised. “Young man,” 
she said, “You must be a mind reader!” 

“No, nothing like that,” I said. “I figure that 
everybody ought to know what's under the finish. 
And the people who make this stove must feel that 
way about it, too. That’s why they put the U-S-S 
VITRENAMEL Seal on it—to tell you they've made 
this stove out of the finest foundation metal money 
can buy — U-S-S VirrenaMeEL — a sheet made 
especially to assure you a long-lasting, high- 
quality finish.” 

Evidently that stove, with its ViTRENAMEL Seal, 
made a hit with her, for a minute later, she signed 


the order. 


CARNEGIE-ILLINOIS STEEL CORPORATION 


A MARK OF UNDERLYING QUALITY 


This Seal tells buyers that the foundation 
metal, under the porcelain enamel finish, is 
composed of U-S-S VitrenamMet—the finest, 
strongest sheet that moneycan buy for stoves, 
refrigerators, washing machines, table tops, 
and other porcelain enameled products. See 
that it appears on the products you sell, and 
point it out to every prospect. It will help you 


close many a wavering sale. 


VITRENAMEL 
SHEETS 


Pittsburgh and Chicago 


Columbia Steel Company, San Francisco, Pacific Coast Distributors « 
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General Construction Corp., Richmond, Ve 


Models: Deluxe and standard mode 
Selling Features: Deluxe model of M: 


Price: Deluxe model $700; “Cellarett 


Selling Features: May be used as floor 


G-C Icettes 


hogany, Hepplewhite sideboard «& 
sign; hermetically sealed compress 
in left compartment; ice-maker 

right; 2 narrow bottle drawers: cer 
ter compartment for cocktail shaker 


glasses, etc., and large silverwar 
drawer. 
Standard Icette “Cellarette” 


American black walnut; hermetical} 
sealed compressor ; Freon refrigerant 
contains 2 ice trays—24 cubes: acces 
sories include chrome Sparklet Sy. 


phon, with bulbs, whiskey and hi-bal 
glasses, three 1-qt. decanter bottles 
tank in top holds 6 bottles; ice water 
supplied from tank through chrom 
faucet on front of cabinet; plugs int 
110 v. ac. outlet; single cylinder 
double V_ belted compressor wit 
Westinghouse motor and _ standar 
condenser can also be furnished; t 

lid cover and tank is porcelain enar 

elled in Chinese red, black or blu 
cabinet dimensions 25 in. wide, 23 : 
deep, 34 in. high. 

$150 f.0.b. 


Richmond. — Electr: 


Merchandising. May, 1940. 
v 


WESTINGHOUSE Cleaner 


Westinghouse Electric & Mfg. Co.. 
Moensfield, O. 


Model: “Floor Cruiser.” 
or hand cleaner; motor-driven bru 
type; weighs only 5 Ibs. when us¢ 
as hand cleaner; easily converted t 
floor model by inserting into & 
clusive tubular steel frame—? 
clamps, thumb screws or other com 
plicated mechanical devices necde 
Micarta body, maroon  dustproc 
moleskin bag. 

Price: $18.95 complete with frame— 
Electrical Merchandising, May, 14" 
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NOW YOU CAN CONDUCT A COMPLETE HOME : 
‘LAUNDRY ACTION DEMONSTRATION IN YOUR STORE! — 


1. “I’ve given more demonstrations and 
actually closed more sales with Hotpoint’s 
3-Step, 3-Profit Plan, than ever before in 
such a short time. But I’m not surprised — 
it’s the most logical sales plan I’ve ever seen. 
You see, first, using the Hotpoint Washer as 
an example, you actually demonstrate for 
your prospect Hotpoint’s famous Thrifti- 
vator washing action, and show her how 
Thriftivator action REMOVES THE DIRT 
BUT SAVES THE CLOTHES. Prospects 
are interested in trying a smart, modern 
Washer like this! Then, just a step away... 


NOW —YOU CAN SELL A COMPLETE HOME LAUNDRY 


SERVICE...AND MAKE A 


2. ... you introduce the prospect to the new 
Hotpoint Tumbler Dryer. Drying clothes is 
the next step — and problem — in doing the 
family washing — so it’s naturally and effec- 
tively the next step in Hotpoint’s demon- 
stration. I show my prospect how Hotpoint’s 
new Tumbler Dryer dries clothes damp-dry, 
ready for ironing, in only 15 minutes, and 
how soft, fluffy, and pure the clothes are 
when they come out of the dryer. They do 
“eat up” the story of this Dryer service and 
how it eliminates heavy clothes baskets, 
clotheslines and bother about the weather. 


3. ... we take the third step and I seat the 
prospect at the new Hotpoint Ironer. Yes, 
I let her try it, so that she can convince her- 
self how simple itis to iron sitting down. It’s 
hardly necessary to refer to the old-fashioned, 
back-bending ironing method! You can be 
sure she’s thinking of it—and comparing it 
with this new-found ironing ease! And is she 
ready to sign the order after this 3-W ay Dem- 
onstration? She is, indeed—and she’s so en- 
thusiastic she sends in all her friends. Yeah, 
man! You can bet I’m looking forward 
to a great year with Hotpoint in 1940.” 


AIN from the experience of this alert dealer. Stock Hotpoint’s com- 
plete line of modern Home Laundry Equipment—the sensational new 
Washers and Ironers and the new Hotpoint Tumbler Dryer. Demonstrate 
it with Hotpoint’s logical, effective 3-Step, 3-Profit Plan. Take this oppor- 
tunity of tripling your profits. Get ALL the facts. Mail the coupon today. 


EDISON GENERAL ELECTRIC APPLIANCE CO., INC., 5620 W. Taylor St., Chicago, Ill. 


leaner Edison General Electric Appliance Co., Inc. 

(fg. Co 5620 W. Taylor St., Chicago 
I wanttoknow more about Hotpoint’s 3-Way, 3-Profit 
Planand Hotpoint’s new and inexpensive way to create 

ised as flo 

showroom traffic. Please send me complete details. 

when 
‘onverted 
— 
ame—n 4 
Add 

| DISHWASHERS ELECTRASINK 

May, 1940 
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Women Appreciate this 
Added Assurance 


of Vacuum Cleaner Dependability 


ry” 
| HE MAN who sells a vacuum cleaner equipped with a 


Black & Decker motor has an advantageous story to tell. 


He can point out, with all confidence, that the heart of 
his cleaner is a Black & Decker motor. He can say this 
motor was individually designed to fit the particular type 
of cleaner he sells—and that it’s made by a company 
with 25 years of specialized experience in engineering 


and manufacturing vacuum cleaner motors. 


The result is a Black & Decker motor with a splendid 
reputation for dependability. Thoughtful vacuum cleaner 
salesmen tell their prospects this story and women are 
glad to get this added assurance of eflicient, trouble-free 


motor performance. 

When it comes to making satisfied customers, you can’t 
beat Black & Decker Motors. Long years of satisfactory 
service—and the continued patronage of leading vacuum 
cleaner manufacturers—prove that beyond any doubt. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application of 
UNIVERSAL 
MOTORS 
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EUREKA Cleaner 

Eureka Vacuum Cleaner Co., Detroit, Mich. 

Model: Red Beauty M-61. 

Selling Features: Swirl action princi- 
ple combines flexible rotating motor- 
driven brush with powerful suction 
for sub-surface as well as surface 
cleaning; brush and nozzle adjustable 
to rugs; burgundy with polychrome 
finish, 

Price: $69.95.—Electrical  Merchandis- 
ing, May, 1940. 


APEX Washer 


Apex Rotarex Corp., Cleveland, O. 

Model: 351. 

Selling Features: Tub 18 gal. to water 
line or 8 lbs. dry clothes; dome- 
shaped, rolled-in edge with patented 
quick drain bottom, white vitreous 
porcelain; medium size, 3-vane cast 
aluminum spiral dasher; new design 
Apex-Lovell wringer. 

Price: $59.95 without pump; $69.95 
with pump.—Electrical Merchandis- 
ing, May, 1940. 


G.-C. Water Heater 


| General Construction Corp., Richmond, Va. 


Model: 2-gal. CH water heater. 

Selling Features: Equipped with West- 
inghouse element and controls; auto- 
matic control shuts off current when 
water is hot; tappings in bototm of 
tank and on side for connection with 
water is hot; tappings in bottom of 
floor or wall, easily connected; tap 
at top for connection to wash basin 
faucet; copper tank; Crane safety 
valve; 18 in. high, 8 in. diam.; 2 pipe 
wrenches, joining compound and fit- 
tings required for installation with 
each heater. 

Price: $19.75 f.o.b. Richmond.—Electric 
Merchandising, May, 1940, 
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At Last - - A Low-Cost 
Ventilator for the 
Small Home Market?! 
@ Cash-in on the current building Mel 
boom with the new 8-inch Ventrola. ’ 
It’s designed specially to be built Mod. 
into houses in the popular low-price Sell 
group. The New Model 40 has all ov 
the outstanding features and the bri 
same mechanical quality and effi- ov 
ciency as the well-known, larger pa 
Ventrola models. Yet it is priced 6 
well within the budget of the aver- toy 
age small-home builder. Its ultra- me 
modern design adds beauty to any ste 
room. Pric 
1, Ventrota installation 
* is easy. Adjustable 
sleeve adapts to any type 
of wall construction or 
thickness. 
Fran- 
valuable’ 
material. its ‘‘Good 
Housekeeping’ Seal of 
Approval further guaran- 
tees customer enthusiasm 
and satisfaction. 
outstand- 
ing ventilator values 
el 40-8" (400 C.F 
M.) $19.75. Model 50-10" 
(500 C. F. M.), $25.00. 
Model 60-10” (650 C. F. 
M.). 
Get the money-making facts now! 
Write today for 
literature, prices, discounts. 
McLAUGHLIN VENTILATOR CO. 
253 East 9 Mile Road, Ferndale (Detroit), @ p,. 
Michigan 
r 
a 
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NAXON Washer 


Noxon Utilities Corp., 2101 W. Walnut St., 
Chicago, I/II. 

Model: 3-Sheet Lifetime portable. 
Selling Features: Larger capacity—full 
94 gal. tub; washes equivalent of 3 
lbs. dry clothes; 1-piece steel con- 
struction; double wall—outer steel 
wall with chip-proof enamel and 
inner porcelain tub; new precision 
Naxon motor with lifetime bearings; 
3 moving parts; 4-vane agitator; 


gravity drain hose; 26 in. high, 18 in. 
diam, a.c. only, weighs 41 lbs. packed. 
South and West $26.50. 
Merchandising, 


Price: $24.95; 
—Electrical 


May, 
1940. 


MONARCH Range 


Malleable Iron Range Co., 150 Lake St., 
Beaver Dam, Wis. 


Model: 27M. 

Selling Features: Large, 17 in. 2-unit 
oven, porcelain lined; high-speed 
broiler; patented Illuminated Dial 


oven temperature control; 3 Monarch 
patented Dura-Glaz surface units; 
6 qt. “Side-Heet” cooker; “divided 
top” design; large storage compart- 
ment; full porcelain enamel body with 
stain resisting top. 
Price: $79.50.—Electrical Merchandis- 
ing, May 1940, 


PERFECT Washer Cover 


Carl R. Wolff, 
3626 Lexington St., Chicago, III. 


Device: Washing machine cover; fits 
any household size washer, square or 
round; made of 8 oz. mill-shrunk 
covert; washable, about 12 in. allow- 
ance for additional shrinkage. 

Price: $16.50 per doz—Electrical Mer- 
chandising, May, 1940. 
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a profit of § § 20" 
Refrigerator turns a profit of 5 5232 
Refrigerator turns. a 1 profit of ‘1122 


AL BLOCK-Nationally known 
authority on Salesmanship says: 


. the dealer who sells a $99.50 refrigerator 
earns a gross profit of under $20.00; the $150.00 
job brings about $52.50—the $280.00 retrigerator 
places a $112.00 profit into his pocket. ...No in- 
telligent dealer in any product will ever consider 
that he has earned a profit if he contents himself 
with receiving a $20.00 profit which, in all proba- 
bility, he must later sacrifice in service costs or on 


dissipated goodwill. bd 


@ Al Block wasn’t talking, specifically, about porcelain enamel when he 
made the above statement in an April “Electrical Dealer” article—but he 
might very easily have been doing so. Because—he was talking about selling 
quality—and the all-porcelain refrigerator is the higher-priced, longer-profit, 
more-satisfactory job. The porcelain enameled exterior is, in itself, a selling 
point which makes it easy to sell up to higher profit. 


In Mr. Block's article he goes on to say: “The cheap refrigerator carries a 
higher rate of operating cost; is not trustworthy in food-storage; needs 
more service, and more often soon becomes unsatisfactory to the owner; and 
means lost goodwill (the most valuable asset in any business).” 


Sell the all-porcelain refrigerator. Porcelain enamel is the only finish that will 
withstand cigarette burns, ordinary household abuse. It is impervious to 
varying temperatures, moisture and odors. Porcelain enamel is the Jifetime 
finish. Use the all-porcelain feature as a reason for selling up to customer 
satisfaction and higher profits. And remember; LUSTERLITE Porcelain 
Enamel is America’s quality finish. Insist that your supplier give you all- 
LUSTERLITE-porcelain models to sell. The more LUSTERLITE Porcelain 
Enamel on the appliance you sell—the more profit for you. For full details 
on “How To Increase Your Sales” address: CHICAGO VITREOUS ENAMEL 
PRODUCT COMPANY, 1407 South 55th Court, Cicero, Illinois. 
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"EYE CUE” 
y Ls in 
YOUNGSTOWN KITCHEN UNITS 


/ 


STOCKING UP 


@ With the Youngstown line of 
kitchen equipment for they know that 
Eye Cue” takes the ‘ell out of selling. 

Write to your distributor or to the fac- 
tory direct for complete catalog and in- 
formation about the Youngstown proven 
sales plan - kitchen planning with the 
F aid of the miniature kitchen. 


YOUNGSTOWN PRESSED STEEL 


Division MULLINS MANUFACTURING CORPORATION 
Warren, Ohio 
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| SCHICK Batteries 
Schick Dry Shaver Inc., Waterbury, Conn. 


Device: Three 110-volt dry cell bat- 
teries made especially tor Schick 


trips, trailers and any place where 
regular 110-volt is not available; bat- 
tery will also operate any small d.c. 
radio set. 

Price: From $2.95. — Electrical 
chandising, May, 1940. 


Mer- 


v 


FRIGID Attic Coolers 


Circulators & Devices Mfg. Corp., 
100 Prince St., New York City 


Selling Features: Electrically welded 
steel frames; rubber mounted; non- 
| radio interfering motors with G-E 
“Thermotectors” ; patented quiet pro- 
pellers; complete with Randall pillow 
blocks, pulleys and V-belt drive; 
constructed to mount in pent-house, 
on floor or window; 3-coat gray 
lacquer finish; 8 sizes with capacities 
ranging from 4,000 to 23,000 cfm. 
Price: From $62.50 to $295.—Electrical 
Merchandising, May, 1940. 


G-E Fan 
General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 
Model: G-E “Special” 10 in. oscillating 
tan. 

Selling Features: New blades shaped 
and pitched to provide forceful air 
delivery with minimum noise; seli- 
aligning, ball-seat bearings with oil 
reservoir; chrome-plated welded steel 
guard and curved motor support; 
streamlined motor housing, black 
baked enamel finish; black plastic 
base, black blades; red and aluminum 
monogram; 500 cfm air delivers, 950 
ft. per min. velocity; a/c. only; can- 
opy-switch in motor body provides 
finger-tip control. 


Price: $9.95.—Electrical Merchandis- 


ing, May, 19 
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shavers for use on boats, camping | 


CHROMALOX 
RANGE UNITS 


“Two-Units-in-One"— 
a big economy feature which 
permits the right cooking are 
for every size utensil. No 
wasted heat when using smal! 
utensils. It’s a selling point 
that brings in the orders! 


Easy Cleaning— 
The flat top is simple to clean. 
Spill-overs cause no trouble. 
Every housewife will be en- 
thused by this Chromalox ad- 
vantage. 


Speedy, Contact Cooking— 
heat by conduction, the fas 
est possible way. It’s an added 
sales point and just the thing 
to show the customer who de- 
mands a fast cooking unit. 


And Add to This— 


Six heats, attractive appear: 
ance, long life, and you have 
a sales story that makes ‘em 
buy ranges. 


SELL CHROMALOX-Equipped Ranges 


USE cHROMALOX-Units for re- 
placements in all ranges 


Read "How fo Sell 
More Ranges"—the 
coupon with your 
letterhead brings 
it. 

EDWIN L. WIEGAND CO. 
7525 Thomas Bivd. 
Pittsburgh, Pa. 

Send me the 

MORE RANGES." 


book "HOW TO SELL 


Position 
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TO SELL 


NDIS!NG 


Heres a tip for you — whether you're 
selling washers, ironers, or other motor- 
driven appliances 


When it comes to motors on appliances, 
most women rely on the reputation of the 
motor manufacturer; hence, it is to your 
advantage to sell appliances equipped with 
G-E motors. Women have found from ex- 
perience, or have been told by their friends, 
that G-E motors are reliable. Naturally, 
then, they are quick to accept the G-E 
motor. General Electric, Schenectady, N. Y. 


General Electric Is Preferred 


A leading publisher sent a questionnaire to 
electric-appliance dealers and department 
stores. One question was: ‘‘What makes, or 
brands, of electric motors in your opinion 
would make it easier for you to sell appli- 
ances?” 

84 per cent named General Electric 

66 per cent named Manufacturer A 

26 per cent named Manufacturer B 


Some named more than one manufacturer 


G-E MOTORS HELP YOU SELL 


G-E motors for washers and 
lroners are “lifetime” lubri- 


cient lubricant to last for the 
life of the washer or ironer 
upon which it is first mounted. 


ELECTRICAL MERCHANDISING—MAY, 1940 


1. I SELL washers and ironers and so 
one night I asked my wife what things 
she considers important about them. 
She gave the usual answers — speed, 
ease of operation, and the others. 


3. THAT WAS A TIP for me — because 
my washing machines and ironers are 
equipped with G-E motors, and people 
know they can depend on that name. 
NOW I always make a point of show- 
ing a customer that my washers and 
ironers are equipped with G-E motors. 


GENERAL ELECTRIC 


2. ONLY REMARK she made about 
the motor was that, since she—like 
most women—knows little about mo- 
tors, she would have to rely on the 
motor manufacturer. 


4. SINCE I’VE been making the G-E 
motor a selling point, I’m finding that 
women readily accept the electric 
equipment as being of high quality. 
And that helps move more washers 
and ironers out of my store. 


070-807 
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AND THAT’S ONE WAY I 
7 
IT!” 
watch your 
PROFITS RISE! 
‘ n 
PREVORE Broiler collin 
t 
Prevore Electric Mfg. Co., 206 Market Ave., pies 
Brooklyn, N.Y. pla: 
Model: No. B4PNS Prevore stream- PRODUCT! 31. 
line heat indicator broiler. T Price 
Selling Features: Heat indicator reads: ee) Un 
warm, moderate, hot, broil, and gives 54 smart models in the Me 
temperatures; metal covered asbestos j sensational “Miracle 
tray 14x17 in.; aluminum drip-plate; >Hi vo 10” 
black, easy-clean element; Bakelite Breese” ine—8"— sings 
legs and handles; adjustable wire 12”—16”". Two beautiful 
rack has folding legs giving 2 pedestal models, 12” and 
broiling positions; 84 in. high. 16”. High velocity circu- 
Price: $9.75 ; other models in line lators, 20” and 22” head. 
range from $5.55 to $8.95.—Electrical Vi tact 
Merchandising, May, 1940. seter Wvernencs (meth 
ing like ’em), 12” and 16 
models. Every one a line 
selling number, priced to 
make sales and profits. 
PROMOTION! 
Thermometer Sensitized 
—Spot Broadcasts— 
Newspaper Ads— Mailing 
| Broadsides — Window Mc 
| | j Streamers—Letter Stuf- | 
fers, ready to be plugged ‘ke 
into every hot spell and Selli 
produce Fan Sales at a 
EMERSON Fan profit for you. of 
The Emerson Electric Mfg. Co., 
St. Louis, Mo. oF 
Device: New 30 in. 2-speed air circu- a 
lator. fu 
Selling Features: Delivers a maximum No dead numbers in the ee 
of 10,000 cim and 7500 cfm on slow VICTOR Line. Every fan Pric 
ee speed; available with 4 styles of a modern, up-to-date ta 
Wuen it comes to selling porcelain enameled appli- smart E 
column, counter column and wa item of merchandise. 
ances, that A\MCO label is an ace in the hole, and I always bracket mountings; equipped with You'll get turnover on 
save it for the tough spot near the end—where the sale is apt ball-bearing motor; 3-blades of the VICTOR FAN Line— 
to jump either way—out of the store or into the order book. heavy-gauge polished aluminum.— and turnover means 
Electrical Merchandising, May, 1940. PROFIT! 
“An important part of the build-up is the story I tell ‘em * 
about porcelain enamel . . . how it is not only beautiful but ALLABOARD! 
practical and durable for washers, ironers, ranges and refrig- 
erators. Porcelain enamel is a true mineral substance fused Write today for new 
to this special ARMCO Ingot Iron base at around 1600 VICTOR catalog and the 
degrees. It will not wear off or discolor. It is as easy to clean VICTOR PUSH. Com- 
plete details of the line 
and as hard to scratch as glass; and a cigarette will not burn it. that will give you more 
“Then I go on to say that the beauty and durability of porce- FAN SALES in 1940. 
lain enamel depend in good part on the metal beneath. This is 
where ARMCO comes in. I point out that ARMCO developed the 
first special porcelain enameling iron, and that ARMCO Ingot DOMINION Grid-A-Bout 
Iron is more widely used today than any other metal.” Dominion Electrical Mtg. Co., Mansfield, O. 
Device: No. 569 Twin Grid-A-Bout. E L E T R C 
For more information about the many sales Selli d | 
advantages of appliances porcelain enameled PR ®DUCTS, NC. 
on ARMCO Ingot Iron, write to The Amer- fries, makes pancakes and. waffles: Dept. J-4003 
ican Rolling Mill Company, 1431 Curtis equipped with special twin cord set VELiemritetson Ave., Cin’ti, Ohio 
Street, Middletown, Ohio. with which both appliances can be De 
operated at one time or either one P 
independent of other; modern design, s 
chromium plated, solid walnut 
handles; each appliance has own c 
separate 3-way reading indicator; 
800 watts; operates on 110-120 volts 
A NAME KNOWN TO MILLIONS ac. or d.c.—Electrical Merchandis- C 
mg, May, 1940. : 
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UNIVERSAL Display Stand with his silent partners, 


landers, Frary & Clark, New Britain, Conn. 


Saleen ALUMINUM ICE TRAYS and GRIDS 


Selling Features: Holds 6 irons; occu- 
pies minimum space, prominently dis- 


ISE 
plays irons without obstructing view | 


CT! across store; orange and blue finish ; | 
“ee 31 in. long, 12% in. high, 64 in. deep. 
Price: Free with purchase of any 6 
Universal electric irons.—Electrical 
s in the Merchandising, May, 1940. 
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SNAPIT Merchandiser 


Marks Products Co., Inc., 84 N. 9th St., 
Brooklyn, N. Y. 

plugged [gy Device: No. 690 Self-service merchan- 
diser, 

pell and Selling Features: Consists of three 

iles at a counter sections—top, middle and 
bottom—containing a complete stock 
of Snapit plugs, taps, wall recepta- 
cles, nite-lites, outlets, other wiring 
equipment; each section can be pur- 
chased separately with merchandise; 
a permanent metal display stand is 
furnished free with each 3-counter 

rs in the sections. 


nvery fan [Mf Price: Dealer’s cost complete $65; re- 


-Mailing 
Window 
fer Stuf- 


»- to-date i f handis 105.— 

quality 1940. Only a short time between dinner and a _ remarkably short time. There’s no 
randise. 

sever on v the first call for a tall drink. But those waste or fuss, for the grids are the 
i Jine— 


Aluminum ice cube trays and grids quick-out kind. 


the refrigerator help speed up freezing. Aluminum trays make frozen des- 

a AIP eLASS: There’s no embarrassing wait for ice. serts better, too, for faster freezing 

te the mameacort It’s the speed with which Aluminum contributes to their creamy smooth- 

Fas Tine carries away heat that makes it such an ness. And remember, Aluminum is 
1910. 


efficient assistant in the freezing of ice. _ friendly to food. ALUMINUM COMPANY 


Heat gets out in a hurry, making room oF America, 2160 Gulf Building, 


for the cold, and you have ice cubes in Pittsburgh, Pennsylvania. 


CORY Display 


003 Glass Coffee Brewer Corp., 
— Device: Glass filter rod counter dis- bs 

play 14 in. high; blue and orange on 


Silver foil; actual Cory glass filter * 
rod fitted into full size picture of * 
coffee maker; free with orders of 12 

4 


or 24 filter rods; pocket of display 
holds 3 cartons, balance are con- 
cealed behind card.—Electrical Mer- 

chandising, May, 1940. ei 
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COLEMAN Oil Space Heaters 


The Coleman Lamp and Stove Co., 
Wichita, Kansas 

Vodels: No. 845 

832B 

Sellin Radiant-Circulator, 

845, for use in small homes, stores, 


Radiant-Circulator ; 
Super Circulator. 


leatures: 


othces, auto camps; open grille casing 
permits heat radiation and circula- 
tion; low-draft burner; lower flame 
fuel adjustment prevents waste of 
heat and fuel; 22 gauge, copper bear- 
ing steel combustion chamber: brown 
enameled electrically welded fuel 
tank; automatic fuel control valve 
with fuel compensator; no-stoop 
manual heat control; automatic heat 
control optional equipment; automatic 
draitt control; streamlined design: 
duroplastic enamel finish; open grille 
top, hinged for easy access to inside; 
fuel tank capacity 3 gal 
Super-Circulator, 832-B, has ad- 
justable aluminum lined heat reflec- 
tor doors; chimney-like construction 
of outer casing creates chimney draft; 
heat radiaitng fins; Coleman burner; 
low-flame fuel-saver; air-cooled com- 
bustion chamber; automatic fuel con- 
trol valve with adjustable fuel 
compensator; automatic heat control, 
choice of Thermo or electric optional 
equipment; automatic draft control; 
easily removable fuel tank; weather 
stripped door; new dial type heat 
control; built-in humidifier ; aluminum 
surfaced liners; Duroplastic enamel 
finish in seal-brown duotone; arched 
grille top; fuel tank capacity 6 gal. 
Price: Radiant-Circulator, 
Electrical Merchandising 


$39.95,— 


May. 1940 
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NORGE Oil Furnaces 


Norge Heating and Conditioning Div., 
Borg-Warner Corp., Detroit, Mich. 
Models: 4 new models ranging in size 
from small “below-the-floor” installa- 
tion to complete automatic full-sized 

pressure-type oil furnace. 
yelling Features: Three smaller Norge 
Fastemp furnaces designed for $2,000 
to $6,000 homes; has principles of 
Norge Fastemp space heaters, such as 
heat control which adjusts air-and-oil 
flow, down-draft Whirlator: “L” 
shaped heat drum; heat distributors 
have acid and moisture resisting por- 


celain enamel finish 
Small “below-floor” Fastemp is 
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suspended from joists, extends 40 in. 
through floor grille. 

Next Fastemp size, contained in 
lacquered cabinet, compact semi- 
automatic unit, designed for service 
as a piped gravity installation. 

rhird Fastemp, similar in appear- 
ance and design with added features 
such as forced air delivery; silent 
rubber mounted blower delivers 800 
cfm. warm air; Thermo-Modulator 
or remote control permits adjustment 
of heat volume from living quarters; 
automatic chimney draft regulator 
and constant level oil meter standard 
on all three Fastemps. Humidifiers 
available at extra cost for all. 

Norge 120 pressure oil burner (top 
model) in 2-tone lacquer cabinet, has 
dual purpose motor; provides circula- 
tion of warm air up to 1200 cim., and 
mechanical draft which eliminates 
chimney troubles; horizontal fire tun- 
nel starts delivering heat in less than 
50 seconds ; automatic temperature and 
safety controls; automatic humidifi- 
cation; filtered air intake from floor 
level Electrical Merchandising, 


May, 1940. 


SUPERFEX Oil Space Heaters 
Perfection Stove Co. Inc., Cleveland, O. 


Models: Model 1435 Superfex Heat- 
director and 2001 Ivanhoe heater. 
Selling Features: Model 1435 equipped 
with series of patented adjustable 
shutters in front and sides to direct 
heat rays outward and downward 
for forced circulation. Capacities 
range from 31,000 to 81,000 Btus. 
Model 1435 illustrated produces 51,000 
Btus. Superfex heaters are also made 
in straight radiating type; all models 
porcelain enamel with chromium. 
Ivanhoe model 2001, perforated 
outer casing and adjustable shutters 
in front supply combination of circu- 
lating and radiating heat with addi- 
tional advantage of heat that can be 
directed down to warm floor; brown 
“crin¢alac” baked enamel with chro- 
mium; output 31,000 Btus; a larger 
model has capacity of 51,000 Btus; 
furnace-type blower for forced circu- 
lation available for all models. 
Price: Superfex Heat Directors range 
from $47.75 to $138.50; Ivanhoe 
models range from $20.50 to $42.— 


Electrical Merchandising, May, 1940. 
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SCOTT NEWCOMB Water 
Heater 
Scott-Newcomb, Inc., St. Louis, Miss. 

Device: Model C water heater. 

Selling Features: Equipped with new 
EMB S-N burner which burns No. 
3 oil down to 4 g.p.h. using nozzle 
with orifice the same size as a 3 
g.p.h. pressure burner; 2 capacities: 
12 and 22 sq. ft. heating surface; 12 
sq. ft. heater has 4-fire tubes with 50 
gal. storage capacity and 50 gal. heat- 
ing capacity. 22 sq. ft. has 8 fire 
tubes with 50 gal. storage capacity 
and 80 gal. heating capacity.—Elec- 
trical Merchandising, May, 1940. 


NORGE Oil Heaters 


Norge Div., Borg-Warner Corp., 
Detroit, Mich. 

Vodels: Fastemp oil space heaters. 

Selling Features: Console cabinet home 
heaters in 5 models of varying size 
and heat output ranging from 40,000 
to 70,000 Btus; rust-resisting porce- 
lain enamel as a protective finish for 
the reservoir of the humidifier and 
ior the stove body or heating sur- 
face; baffle design of stove body, 
shaped like inverted “L” is claimed 
to provide increase of approximately 
40% air heating surface with con 
sequent reduction of wasted stack 
heat; front louvres direct radiant heat 
to “fireside zone’; other features in- 
clude down-drait “Whirlator” ; triple- 
action “Synchro-Control” which per- 
forms 3 functions—regulates flow of 
oil, quantity of air admitted through 
down tube of “Whirlator” and speed 
and volume of draft; console cabinets 
of lacquered metal with gleaming steel 
strips which outline horizontal heat 
louvres; high level oil storage tank 
equipped with tell-tale gauge has 6 
gal. capacity; electric blower is also 
available at low cost to assure ample 
heat at floor level._—Electrical Mer- 
chandising, May, 1940. 


EVANOIL Space Heaters 


Evanair Div., Evans Products Co., Detroit, 
ich. 


Vodels: New line covers entire price 
range of heaters including fan- 
equipped, floor level heat models, 
standard models without fan equip- 
ment; 2 dual circulator models with 
or without fans, a full line of low- 
priced radiant heaters, also the Evan- 
oil oil-fired water heaters of 20, 30 
and 45 gal. capacities. 

In addition to Evanoil line, the 
Evanair furnace for low-cost housing 
projects is announced. 

Selling Features: “Forced Aire” heater 
has reversed fan-forced air circulation 
introduced by Evanoil in 1938; 
“Synchro-Float” mounted fan, which 
is spring-suspended to prevent noise 
and vibration, provides circulation. 

Modernistic lowbody design; single 
control on top of unit; automatic shut- 
ters provide reversed fan-forced air 
circulation or conventional circula- 


tion; “fuel-saver” flame diverter {. 
greater economy, and a_ special 
designed high altitude burner 
efficiency in high altitudes. 

“Forced-Aire” line consists oj 
models with capacity from 37,500 - 
70,000 Btus; standard models hg 
same capacity but operate nve 
tionally. 

Dual Circulator models and rad 
heaters have capacities of 37,500 ; 
50,000 Btus per hr. 

Oil-fired furnaces available jn 
sizes, 55,000, 80,000 and 100,000 RP; 
—Electrical Merchandising, May, 194 


FROGIL Oil Burning Heater; 
Gray & Dudley Co., Nashville, Tenn. 


Models: Complete line of Washing: 
Frogil oil-burning heaters. 

Selling Features: 8 models—all equiy- 
ped with stainless steel, remova 
pot-type burners; line consists 
vertical and horizontal models w: 
down-draift, hot-blast combusti 
automatic Insta-Liter provides fast: 
lighting; automatic thermostatic c 
trols are supplied as extras; 7 mod 
are available with forced-air circu! 
tion and Ray-Dors for radiant hea: 
all cabinets finished in grained por- 
celain enamel; 7 models have chror 
trim.—Electrical Merchandising, M 
1940. 


DUO-THERM Oil Space Heaters 


Duo-Therm Div., Motor Wheel Corp., 
Lansing, Mich. 

Models: Nos. 614 and 714 Duo-Therm 
Thrift heaters; 902 and 952 Imperia 
Console Duo-Therm. 

Selling Features: Models 614 and 7!+ 
have new duo-tone brown enamel fh 
ish with gold front panel and 
striping; available with or wit 
Duo-Therm Power-Air unit; 
opening 6 in. No. 614 has 5 gal. ta 
and 37,500 Btu output; No. 714 
7 gal. tank and 50,000 Btu output 

Models 902 and 952, duo-t 
brown enamel finish with gold d 
handle; available with or with 
Power-Air unit; and with or witli 
5 gal tank; flue opening 6 in. ; 

Model 902, 39,375 Btus; Mode! 9>- 
52,500 Btus.—Electrical Merchand 
ing, May, 1940. 


72 


v 
SILENT SIOUX Heat-Mizer 


Silent Sioux Oil Burner Corp., Orange City 
lowa 


Device: Heat-Mizer designed to 21% 
forced heat circulation plus added 
economy of from 12% to 20% 
extracting additional heat fron 
stack and reducing stack-loss. !t 
placed elbow and first length of stac 
on back of oil heater; fits all mod 
and makes of heaters; equipped w" 
double squirrel cage type blower @ 


delivers additional heat extract 
from flue gases across top of hieate 
down toward floor; consumes ° 
watts. — Electrical Merchanaisv 


May, 1940. 


MAY, 1940—ELECTRICAL MERCHANDIS'IN 


Lande 


— 
| 
: 
= 
— 

= 
del 
von 
ling 
hat 

sgn 
nax 
ness 
n. 
tion 
hou 
line 
size 
* 
q 4 
1 v 
dé 
mal 
deg 
hea 
ove 
Un 
sib! 
out 
: 
Me 
Holec 
lod 

Te 
elliy 
+ 
ret 
Sig 
COz 
ste 

ow 
m 
fc 


ive r 

urlier 
Sists of 
1 37.500 
nile he 
te 1 
and 
37,300 
0.000 B 
, Ma y, 194 


Heaters 
ile, Tenn. 


Washingt 
>. 

all equiy- 

remova 
consists 
1odels wit 
-ombusti 
vides faster 
ostatic 
s; 7 mode 
air circul 
diant heat 
rained por- 
ave chror 
lising, M 


> Heaters 


Corp., 


Duo-Therm 
52 Imperia 


14 and 714 
enamel 
and go 
or with 


unit; flue 


5 gal. tar 
No. 714 
u output 
2, duo-t 
1 gold 

or wa 
| or wi 


Merchand 


¢-Mizer 
Orange City 


ned to git 


plus added 


to 20% 
it fron 
-loss. 

th of stac 
s all mode 
juipped wi 
blowe: 
t extract 
op of 
onsumcs ° 
prchanaisv 


NDISIN 


MERCHANDISE 


WESTINGHOUSE Air 
Conditioner 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


iodel: AOK oil-fired winter air condi- 
tioner for small homes. 

lng Features: Steel combustion 
hamber; fired by Westinghouse 
Spiralaire oil burner; compact de- 
sign eliminates waste space, provides 
maximum heat producing effective- 
ness; 28 in. wide, overall length 66 
n. and overall height 564 in.; addi- 
tion of this new unit to Westing- 


house oil-fired winter air conditioning 
line provides range of 6 models with 
285,000 Btus.— 
May, 


sizes from 80,000 to 


Electrical Merchandising, 1940. 
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UNIVERSAL Range 
lenders, Frary & Clark, New Britain, Conn. 
lodel: Range 1140 “Meteor”. 


lling Features: 
heretofore and fastest ever built, the 


Oven is larger than 


manufacturers claim — reaches 400 
degs. F. in from 6 to 7 min.; rede- 
signed oven units give more " equal- 
ized heat for baking; Magic eye oven 
‘ontrol lights when oven is “on” 
and automatically switches from “pre- 
heat” to “bake” when predetermined 
ven temperature is first reached; 
Universal Selectatrol makes it pos- 
sible to use timer control for opera- 
tion of either oven or convenience 
outlet. 5-heat Universal Super-Heat 
unitt—one 84 in. 2,200 watts; two 
63 in. 1,300 watts; 660 watt economy 
cooker; acid resisting porcelain enam- 


eled 1-piece table top.—Electrical 
Merchandising, May, 1940. 
v 


FIRETENDER Stokers 
tolcomb & Hoke Mfg. Co., Indianapolis,. 


Ind. 
Models: New line of domestic Fire- 
Tenders features decreased prices. 


elling Features: Models 2C, 3C and 
4C have heavy, sectional, rectangular 
retort; 300 lb. air tight hopper, de- 
signed especially to feed nut and slack 
coal without noise; copper bearing 
steel feed worm reverses by simply 
turning small crank to facilitate re- 
moval of foreign matter; silent oil- 
flow transmission, constant feed; 2- 


ELECTRICAL MERCHANDISING—MAY, 


speeds on No. 2C, 


silencer ; 
motor if obstruction stops feed screw 
—no sheer pin; 
Tender controls; 
tor; new 


Price: 


Device 


Selling 


Model: 
Selling Features: 


3 speeds on No. 
sound insulated fan 
protecto-switch disconnects 


and 4C; 


automatic Fire- 

fractional h.p. mo- 

Econo-Mixer burner head. 

than $200.”—Electrical 
May, 1940. 


fully 


ess 
Verchandising, 
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WESTINGHOUSE Cleaner 


Westinghouse Electric & Mfg. Co., 

Mansfield, O. 
“Pacemaker” 
vacuum cleaner. 
Features: Provides complete 
home cleaning service—cleans rugs, 
linoleum, hardwood floors, uphol- 
stered furniture, draperies, walls, 
lamp shades and venetian blinds; 
shampoos rugs, sprays insecticides, 
paints and lacquers, and liquid wax, 
moth preventatives and purifies air; 
all-steel cylinder finished in baked-on 
gray hammered effect ; polished chro- 
mium ends; stands on end for easy 
removing dust ; all tools protected by 
soft rubber bumpers. 


cylinder-type 


Price: $59.95 complete with all attach- 
ments. — Electrical Merchandising, 
May, 1940. 


GIBSON Range 


Gibson Electric Refrigerator Corp., 
Greenville, Mich. 

ER-390-M. 

Full cabinet range 
with 5 cu. ft. storage made to sell 
“under-a-hundred-dollars”; slanting 
eye-angle switches on back panel; 
oven has 5000 watts for preheating, 
3000 watts in top element for broil- 
ing, 2600 watts for baking, 600 watts 
in top element and 2,000 watts in 
bottom; oven has same Flavortight 
oven seal in over door that is used 
in other Gibson models; 5-heat sealed 
surface elements; 6-qt. deep well 
cooker; high speed smokeless broiler ; 
ER-390-M replaces ER-390-H and 
ER-390-I, reducing full Gibson line 
to 4 models. By using Gibson acces- 
sory sets Gibson dealer can expand 
the 4 models into 16 — models 


with prices ranging from $99.95 to 
$169.95, 
Price: ER-390-M, $99.95. Electrical 


Merchandising, May, 1940. 
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ALWAYS make sure that the electrical 

appliances you sell contain “TOPHET” 

ELEMENTS 


WILBUR B. DRIVER CO. 


_ NEWARK, NEW JERSEY 


HERE'S A DEAL 


TO JOBBERS AND THEIR 
DEALERS 


This display stand holding one each 
of the three sizes Challenger Vent 
Fans is FREE with an initial order for 
three fans. It is attractive and the 
ideal help you need to sell these 
amazingly low priced ventilating 
fans. Get this silent salesman now 
and let it go to work for you. 


Challenger Vent Fans are available 
in 3 sizes—10” at $9.80 list: 12” at 
$12.50 list, and 16” at $16.50 list. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 


Offices in all Principal cities 


Send for this 
new 1940 
Fan catalog, 
if you do not 
have it. 
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| Reno-vating the Electrical Business sive 
power 
CONTINUED FROM PAGE I7 
FAST-GROWING ily 
nual consumption, which was not so in accounts receivable on its book; Light 
MARKET for | bad in 1933 at 893 kw.-hr., has al- and it is not worried about that. The [MM other 
| most doubled in the past seven years root cause of customers’ irritation: MM yada 
Uni e New and now stands at 1,466 kw.-hr.—and lies somewhere near this situation MM the a 
qu this without any pressure on the sale A short while ago customers’ com. MM ads, : 
of water heaters and with the com- plaints were analyzed again. Sines It « 
Fluorescent and Incandescent pany selling gas as a competitive 1932, they had dropped 76 per cen: [MM sell th 
bs 9 cooking fuel through a large part of For another thing, the dealers are {J mon’s 
F LO ATING LAMP s | its territory. There has been no rate genuinely friendly. They trust the MM to rea 
_ trouble. In the last six years there power company and turn to Mr. Lem. § js to 
| has been not a single rate reduction mon or to A. L. Pierce, the sales. MM in th 
Electrical dealers everywhere are cashing in | which has not had its initiation with manager, when they need advice MM the m 
| the power company. There is no When they think things are going same 
ogee gen note touch, Stays pet without | political trouble. The people like the wrong, they come in to talk them Mi age t 
adjustment or locking, the arms being counter- | Powe: over, Sierr: 
balanced by a spring. The public officials who were Occasionally they suggest change: fj has | 
; ; | elected on the anti-power-trust plat- in policy. These usually have to do MM only 
| form did not put any of their threats with something another dealer is do- tomer 
machine operators, draftsmen, mechanics, photog- | into effect. And now they wouldn’t ing they think not quite fair. They It 
raphers, doctors, housewives, students. ou | think of running on any such issue, would like to have the utility do 2 MJ calen 
because the public just wouldn’t be little punishing once in a while by J the ¢ 
interested. In fact, when anti-power way of withdrawing bonuses or other- such 
bank, home, and all institutions. Five base types company propaganda was being used wise punishing chiselers. The power they 
for attaching to desks, walls, etc. Also portable | in the national campaign, it was company has actually tried out one o: Mj of th 
pedestal type. quietly hushed up and toned down by two such plans, helping to start 2 sellin 
Unusually attractive discount to dealers. Dis- | political leaders in the Nevada dis- trade-in agreement, for instance—but every 
tributed through appointed electrical wholesalers. | trict because it was recognized that it gave them up again. It does not for 2 
Write for distributor's name and “Sales Pro- | it wouldn’t work. It might antag- believe in policing the dealers. Tha: An 
motion Plan.” | onize the voting public. There was is their affair—and up to date on price 
no political skulduggery about all this, the whole they have managed to han- plan 
DAZOR MANUFACTURING CORPORATION no astute propaganda, no managing of dle it themselves fairly well, without deale 
unlimited flexibility of Dazor ave $0. Lets, Me. political leaders behind the any serious injury to the welfare oi of el 
of the positions = simply the power company is out of the group as a whole. in 
tainable. politics entirely. It has ceased to be Dealers friendly to the power com- St 
, an issue. pany mean that there are no irrita- MM cerel 
L What has caused the change? tions from this source passed on to MM see { 
Dazor amps Well, for one thing, the public no their customers. Even though the J Whe 
Y-2 longer owes the power company number of trouble makers in this J spent 
Sas arena —— | money. The utility used to carry territory was never large, still the JJ (on 
about $400,000 on their books in ac- amount of damage they were able to that 
counts receivable. It cost money to do in 1932 was considerable. The the : 
carry this paper. Also it put the tide is now all set in a favorable di- ¥ age 
company into the unpopular role of _ rection. that 
creditor. A lot of people hated to Thirdly, the power company em- @j mon 
get their electric bills monthly; they ployees themselves are enthusiastic J they 
hated to have to come into the office about the plan. As one of them him- @ long 
| to explain why they couldn’t pay the self put it, “they are no _ longer ™ says, 
installment this month (and in 1932 ashamed to acknowledge that they § mor 
there were quite a few of them who’ work for the power company”. are 
couldn’t pay installments); some- of tl 
times they walked around the block What the Plan Is Not equi 
Divided Top | so as not to have to pass the power gooc 
Electric company office where they owed Perhaps this will help to explain 9 pow 
A leader st | money they couldn’t pay. This didn’t something of what the Reno Plan is @j sam 
\y low price. | make for friendliness. by enumerating some of the thing: @ the 
yy Now the company has exactly $400 which it is not. It involves no exten- MJ it fe 
also haps 
into 
ers, 
| A PROFITABLE LINE FOR op 
DEALERS . . . . DEPENDABLE ei 
RANGES FOR HOUSEWIVES! 
Build up a permanent and profitable v4 
| business with the Crown Line. Over 53 
years of stove building offer you stabil- deal 
| ity . . plus exceptional the 
reinforced by selling points that suc- € = to | 
cessfully outdistance competition. neti 
| Each Crown range is a Sales Builder! | ie: Nev 
| Being the originators of Buffet and Di- ; reec 
vided Top ranges, you have the benefit “iil i 
of Crown leadership in modern styling. ' ¢ \ 
Write for complete details. Also learn : + pe. 
about the sensational Crown, 110 volt me ee perl 
A.C. "Plug-in" Electric Dinette . .. no - 
special wiring . . + @ complete electric 
| range selling for as low as $59.95. 
4620 W. 12th Place, CHICAGO 
Originators of Buffet and Divided Top Gas Ranges me) 
A full Line of Electric Ranges "SEE, MADAM, ANYTHING GOES THROUGH!" pan 
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DISING 


give campaign of advertising. The 
power company has literally no ad- 
vertising program. It does occasion- 
ally run ads promoting the Better 
Light program because there is no 
other agency doing this in the Ne- 
yada territory, but it does not sign 
the ads. It runs no public relations 
ids, selling its rates or its services. 

It does not endeavor especially to 
sell the low use customer. Mr. Lem- 
mon’s idea about this is that the way 
to reach the man with the low income 
; to encourage the use of electricity 
in the better home, which will make 
the man who can’t afford it want the 
same comfort the minute he can man- 
age to scrape together the cash. (The 
Sierra Pacific Power company now 
has the enviable record of having 
oly nine per cent non-profit cus- 
tomers). 

It involves no campaigns and no 
calendar of events. The utility, and 
the dealers, believe that there is no 
such thing as a seasonal demand and 
they have proved it by making some 
of their best records of refrigerator 
sling in a cold January. “Sell 
every day of the year” is their motto 
for all appliances. 

And, finally, there are no special 
prices Offered. In fact, when the 
plan started, Mr. Lemmon sold the 
jealers the idea of raising the price 
ff electric ranges by $10 above list, 
in order to make sure of a profit. 

Strangely enough, but quite sin- 
cerely, Mr. Lemmon would like to 
see fewer appliances sold in Nevada. 
When he looks at the record of $63 
spent last year by every Nevada home 
(on the average) and remembers 
that the year before that was about 
the same and that in 1937 this aver- 
age was $90 per customer, he feels 
that people are spending more of their 
money for electrical equipment than 
they really should afford. In the 
long run, wouldn’t it be better, he 
says, if they purchased things a little 
more slowly? If it is true that they 
are spending too large a proportion 
of their “outgo dollars” on electrical 
equipment, a curtailment would be 
good. for them, of course. For the 
power company, it would be just the 
same, for it costs something to add 
the load and there is no profit from 
it for a while in any case—and per- 
haps not at all if the customer falls 
into insolvency. And as for the deal- 
ers, if they confined their sales only 
to people who are good pay, and had 
no bad accounts and no reverts, they 
certainly would make more money 
on a smaller volume of business in 
the end. So there is no pressure 
at all from the power company, urging 
dealers to increase their sales. On 
the contrary. But it is pretty difficult 
to hold back a group that are com- 
peting against one another—and the 
Nevada dealers keep on rolling up 
records, 

What does all this cost? Pretty 
expensive for the power company, 
perhaps? 


Cost to the Company 


It is very difficult to compare costs 
of putting new load on the line as 
they are figured by different com- 
panies. There are so many items 


which are included in one figure, but 
not in another. How much of the 
executive management’s salaries, for 
instant, is charged against this part 
of the business? What is done about 
carrying charges on accounts receiv- 
able and against the money tied up 
in stock? How much of the adver- 
tising and home service work is 
charged against public relations? And 
so on. And yet this figure of cost 
is what a power company wants most 
to know. So we asked first about the 
comparative costs within the Reno 
company. How much does it cost 
now to put load on the line as against 
what it cost seven years ago. That 
answer was easy. It used to cost 
four or five times as much as it does 
now. An average figure for putting 
a major unit on power company lines 
has never been established. The 
Sierra Pacific Power Company last 
year spent exactly $7.46 per major 
unit on the items enumerated in its 
dealer cooperative plan. Taking all 
expenses—and this included all sales 
promotion and new business costs— 
the figure was $17.15 per major unit. 
Here are the exact items included in 
arriving at this figure: 


1. All advertising which the com- 
pany does, including that paid for 
dealers. 


2. Eighty-one per cent of the sales- 
manager’s salary and 25 per cent of 
the salary of district superintendents. 


3. The entire salary of the com- 
pany’s lighting specialist (who sells 
nothing). 

4. Bonuses paid to dealers. 


5. Salary and all expenses of the 
home service girl. 


6. Cost of cooking schools. 


7. Labor and materials for window 
displays. 


8. Total expenses of wiring and 
work done on the customer’s prem- 
ises in installation of appliances. 


9. Miscellaneous expenses, which 
include the janitor’s salary, rent of 
certain local offices, costs of em- 
ployees at conventions, etc. 


10. All other new business ex- 
penses, of whatever nature. 


Money in Reno 


Into this total is divided the num- 
mer of major appliances put on the 
line, arriving at the result of $17.15. 
The vast number of small appliances 
also sold has not been included at all 
in figuring load. 

There have been a lot of skeptics 
about this plan. Sure it works, they 
concede, but only under the special 
favorable conditions under which it 
was put into effect in Reno. Well, 
if starting in 1932, with the banks 
failing all around them and the na- 
tion in the depths of its blackest de- 
pression was favorable, that is true. 
But Reno, say the doubters, is a 
queer sort of place—the people have 
so much money they don’t know what 
to do with it. Well, in a way it is 
true that the level of prosperity in 
Nevada is high, but that is only be- 
cause the state has no manufacturing 

(Turn to following page) 
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Every appliance salesman knows that most of his prospects are 
among the wage earner families who make up the bulk of the 
nation’s population. By sheer numbers (they outnumber all other 
kinds of families by two and three to one)—they command most of 
the buying. 


Yet, only one of America’s big, powerful magazine mediums is 
aimed at this kind of family. That magazine is True Story. 


Proctor Electric Company, headed for a banner year with Proctor 
Never Lift Irons, knows this fact to be true. For that reason True 
Story has been chosen among 6 of America’s most influential maga- 
zines which will carry Proctor Never Lift's powerful story to millions 
of American families. 


Proctor Never Lift is a premium product at a premium price. Readers 
of Proctor Never Lift advertising must be better-than-average as 
buyers—able to pay extra for extra quality and efficiency. 


True Story’s premium (15c) newsstand price assures that its sale 
is limited to those able-to-buy families in the wage earner market, 
who not only buy more easily themselves, but who serve as neigh- 
borhood leaders in each True Story community—setting the buying 
pace for brand new products. 


Dealers who look always for extra‘profits will tie up window and 
store display with this hard-hitting advertising (True Story will 
supply reprints free . . . write True Story Magazine, 122 East 42nd 
Street, New York.) 


Watch Proctor Never Lift's promise to “save lifting 5000 pounds” 
find acceptance among wage earner families; their larger wash 


baskets will make Never Lift's promise a life-saver for gloomy-iron- 
ing-days! 


RETAIL SALES ARE BETTER! 


True Story, because of its premium 15c price, al- 
ways mirrors retail conditions. That's why it's 
important to you that True Story has just closed 
its biggest first quarter circulation gain since 1937! 
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\\ ATTIC FANS 


OOLAIR dealers from coast to coast have the 
jump on competition . . . and they know it... 
because no other attic fan can offer all these feat- 
ures—Quality Points that keep customers satisfied 
and protect your profits against costly trouble calls. 


TRADE MARK 


1. Patented built-in springs that eliminate vibra- 


tion noise. 
2. Oversize ball bearings in fan hub for lifetime 
write for this 
3. Eight large blades— lower tip speed, quieter 
FREE air flow. 
CATALOG 4. Light compact steel construction throughout— 


no cheap materials to warp, twist or tear loose. 
Certified air ratings, according to ASHVE Test 
Code. 
Right size fan for every home or commercial job— 
26 inches to 9 feet in diameter, up to 150,000 cfm. 
7. Five-year guarantee on residence fans, backed 
by pioneer manufacturer in home-cooling field. 
* Unequalled Customer Satisfaction, 
program of magazine and newspaper advertising, dealer 


direct mail and other sales helps, means greater profits 
for you with Coolair. Start selling the Coolair line now! 


5. 


@ 

gare 


ae 


jus a complete 


Const ANT development of the 
original nickel chromium alloy 
has provided an increase of 1000% 
for Nichrome V in recent years. 


This is a service customers ap- 
preciate and warrants your speci- 
fications :— 


“Heating elements to be of 
NICHROME V”—made only by 
DRIVER-HARRIS CO., Harrison, 
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“YOU'VE BEEN COMING IN EVERY MORNING 
FOR A MONTH, SIR, ARE YOU GOING TO 
BUY THAT SHAVER?” 


Reno-vating 


— CONTINUED FROM PAGE 


and therefore no industrial popula- 
| tion. 

The Reno people acknowledge that 
| there is a certain amount of money 
| brought into the state from the out- 
side and that the proportion of low- 
income bracket groups in the popula- 
tion is low, but after all, they point 
out, people in Nevada are just about 
the same as they are anywhere else. 
| They laugh at a joke; they feel sad 

whenever something happens to their 
| family or friends, they drink Coca 
Cola and read the Saturday Evening 
Post. And they react about the same 
when it comes to buying electrical 
appliances. 

But anyway, say the skeptics, the 
whole thing is just a matter of per- 


sonality. Take Lemmon out the pic- 
ture, and what have you? There is 
nothing that annoys Mr. Lemmon 


more than this type of compliment. 
For the plan, he contends, operates 
on its own merits and is applicable 
to any situation. It is merely a more 
than usually clear recognition of the 
fact that the interests of the power 
company and the dealer are the same 
—‘intelligent vs. emotional load 
building”, he calls it. The details 
are capable of modification to meet 
local conditions—if you had a large 
group of low-income consumers to 
deal with, for instance, you might 
try to do something about that— 
but the principle remains the same. 

Mr. Lemmon does not like to have 
his name mentioned too much in con- 
nection with the program, and his 
picture is a difficult thing to obtain. 
He is always pushing forward the 
young men who have been in prac- 
tical control of the plan’s application. 
First Fred Hodges and now A. L. 
Pierce, the present salesmanager, are 
the people who are responsible for 
the working of the thing, he says. 

And yet—the fact remains that the 
Reno Plan in itself is little more than 
the statement of an attitude—every- 
one connected with it in Reno, at 
least, points out that it is the spirit 
of the thing that counts. And, they 
add, Hal Lemmon is the spirit of 
the Reno Plan. 
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Junior VENTILATOR 
Comes Complete Ready to Install 


Each Skuttle Junior Ventilator comes 
complete mounted on enamel panel 
with toggle bolts for easy installation on 
the wall. Lead out ducts are in black 
wrinkle finish with rust proof outside 
outlet and flapper opening that works 
automatically as blower is used. Twin 
blowers of sirocco type are quaran- 
py silent in operation and deliver 90 
c.f.m.'s. 


Write t for attractive dealer dis- 
counts on fast selling item. 
FOR USE IN 
KITCHENS 


LUNCH ROOMS 
AUTO TRAILERS AND 
RECREATION ROOMS 


J. L. SKUTTLE COMPANY 
Air Conditioning Equipment 
1011 FRANKLIN STREET 
DETROIT, MICHIGAN 


NOTROUBLE 
| ‘Wa 
| SS NEV 
| 
Manufacturers. ....... JACKSONVILLE, FLORIDA | 
2837 
| |LIST PRICEIE 
| $15.00 ; 
| SKUTTLE 
— 
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BIG PROFITS 
IN HOME 
AIR COOLERS! 


Tat! 


NEW LOW FACTORY PRICES 
$19.85 to $39.85 


The Edwards Home Cooler pulls 10,000 
cubic feet of cool air through the home 
every minute! In the evening it reduces 
the temperature in the home as much as 
20 degrees in 30 minutes! Lots of cool air 
for comfortable sleeping! 

Easily installed. You can make as much 
as 100% profit on each unit. People want 
low cost home air coolers. The new low fac- 
tory prices, $19.85 to $39.85, for the Edwards 
Unit will surprise you! Write tod for illus- 
trated catalog 


complete set-up dealers 
to make quick, easy profits. 


EDWARDS MFG. CO. 


2837 13th Ave. So. Minneapolis, Minn. 


ELECTRICAL MERCHANDISING—MAY, 


A Spring Promotion 
That Clicked 


CONTINUED FROM PAGE 22 


at about the time sales were beginning 
to pop all around them. So the thing 
was dropped this year. 

What to do? 

And then the Edison inspiration. If 
you can’t think of anything else there 
is always Edison to fall back on. But 
this year the public were seeing and 
talking Edison on the screen. And 
so the Cavalcade of Electricity was 
born. 

The mechanics of the thing were 
perfectly simple. No great gob of 
money was spent. The League and 
the power company jointly promoted 
the affair. A two-page-spread in the 
newspapers announced the Cavalcade 
to run from April 7 to April 30; big 
banners with Edison’s picture on them 
were readied for hanging over the 
front of dealer’s stores. An old-time 
variety show was arranged for— 
chiefly through the auspices of Gen- 
eral Electric in Bridgeport and the 


indefatiguable Carl Robbins, impre- | 


sario of the “Get Over Into Clover” 
show which played to packed houses 
throughout the country. Other major 
manufacturers have been invited to 
put on a show, too, says Carl De- 
Laney. 
printed and given to dealers. All the 
potential audience had to do was go 
to a dealer’s store for their tickets. 
And, of course, the dealers weren’t 
blind to the opportunities afforded 
for selling. 

They are advertising “Cavalcade 
Specials,” their stores are decorated 
with Cavalcade banners, their trucks 
and cars have Cavalcade insignia and 
many of them are holding “open 
house” evenings during the Cavalcade 
period. All they are being asked to 
contribute is 25 per cent of the adver- 
tising costs. 

The opening night of the variety 
show at the Bushnell was confined 
almost exclusively to the employees 
and friends of the electrical industry— 
power company, manufacturers, deal- 
ers, distributors, salesmen. Samuel 
Ferguson presided and paid tribute 
to the memory of Thomas A. Edison. 
Distinguished guests at the first night 
included Montgomery Waddell, Edi- 
son pioneer; Willis R. Whitney, vice- 
president in charge of research of the 
General Electric Company; Hardage 
L. Andrews, vice-president in charge 
of appliance merchandising, General 
Electric; John Edison Sloane, grand- 
son of Thomas A. Edison and now a 
student at Yale; W. Fred Hornsby 
of Hartford, a close personal friend 
of the inventor and Orrin P. Kil- 
bourne, president of the Hartford Elec- 
tric League. 

This session set the stage and from 
then on the show was a sellout. Pub- 
licity on the Cavalcade went all the 
way from front-page announcements 
to dramatic and movie reviews of the 
Edison picture, to editorials. 

Most important, of course, was the 
fact that the Cavalcade of Electricity 
united the entire industry in a spring 
drive to stir up an imposing volume 
of appliance business. 


1940 


Tickets for the show were | 


/ WANT A FOOD MIXER THAT 
INSURES RECIPE SUCCESS /” 


JUNE BRIDES WILL LIKE ITS... 


POWER to mix the heaviest 
cake or cookie batters—Kitchen- 
Aid does the hard jobs as 
well as easier tasks. 

EXCLUSIVE ACTION: 
Beater travels around sta- 
tionary bow! (scraping sides) 
while beating with an oppo- 
site rotary motion. THORO- 
MIXING is thus completely 
automatic. 

ATTACHMENTS: Kitchen- 
Aid operates full-size, practical 
food-preparing Attachments di- 
rect—does not require any extra 
“power adapter.” 


MODEL K-3 


Complete with Juice 
Extractor, ONLY $2995. A. 


For Better Coffee! KITCHENAID 
ELECTRIC COFFEE MILL $9.75 


THE HOBART MANUFACTURING CO., TROY, OHIO 


Also Makers of HOBART Commercial Food Machines 


You'll Sell More 


if you offer 3 
Beverage Flavors 


@ Sells 3 flavors MODEL NO. 326 
@ Dry Type Refrigeration 
@ Extremely Simple, Sturdy 
@ Economically Priced 


PELCO new coin operated beverage 
cooler dispenses 3 different flavors, either 
6 oz. or 12 oz. or a combination of both. 
Large pre-cooling space holds 106 bottles. 
Total Capacity 146 bottles. Send coupon 
for catalog, prices. 


PELCO BEVERAGE COOLER 


Makes its own floating ice— 


Model 340 Pelco—for use under bar or 
out in open. Big capacity—232 12 oz. bot- 
tles standing. Makes its own floating ice 
—then stirs it with ‘Cold Actionizer’’. Fast 
cooling. Many sensational features. Send 
for catalog. 


PORTABLE ELEVATOR MFG. CO., Desk C-50, 
Bloomington, Hlinois, 


PORTABLE ELEVATOR 
MFG. CO. 


Piease send me catalog and prices on © Pelco #326 
on CO Pelco #340. 


Bloomington, Ill. 
Est. 1899 


PAGE 93 


| | 4 
All| | 
| | | r 
6 | | 
| 
| 
é 
\TOR | 
| 
MPANY 


SEARCHLIGHT SECTION 


SELLING : MERCHANDISE 


“OPPORTUNITIES” : susiness 


UNDISPLAYED —RATES— DISPLAYED 
Pesitions Wanted (full or part time salaried prominen splay Of adve' ° 
eupleyuent only} % the above rates pay- | The advertising rate is $8.00 per inch for all 


than a con- 
able in advance. advertising appearing on other 
Boz Numbers—Care of publication New York, wanes basis. mtract rates quoted on re- 
Chie 3 unt as quest. 
An advertising inch is measured ver- 
Diacount of 10% if full payment is made in tically on a column—4 columns—48 inches 
advance for 4 consecutive insertions. to a page. 


~ 
WHERE TO BUY 


Parts, Services & Accessories 


UNDISPLAYED RATE: DISPLAYED RATE: 
$1.00 per line per insertion. Minimum 4 
charge $4.00. (First line in small black $11.00 per inch per insertion. Contract 
face type.) Fractions of a line count rate on request. (An advertising inch 
as a line. Discount of 10% if full pay- is measured vertically %” on one 
ment is made in advance for 4 con- column. There are 4 columns—43s 
secutive insertions of undisplayed ads. inches to a page.) 


NATIONALLY KNOWN BRANDS OF MILBERN'S 


RE-NU-VATED VACUUM CLEANERS 


Once sold ... they stay sold “‘* Nar 


When you once sell MILBERN Rebuilt Nationally Known 
Vacuum Cleaners, you can count on keeping Vacuum Cleaners 
your profits. Because your customers will be Complete Customer Satis- 
permanently satisfied. From brush to handle- faction Means Bigger 
grip, Milbern RE-NU-VATED vacuum clean- Profits for You 


ers will help you build your sales and Gam 
increase your profits. they stay sold 


Send for attractive profit-making details. 


MILBERN VACUUM CLEANER CO. 
241 W 23rd STREET 
NEW YORK CITY 


“Recreators of Vacuum Cleaners” 


H G T Modernized — Guaranteed 
CASH PRICES REFRIGERATORS 


Paid For ty ALL NATIONALLY 


ADVERTISED MAKES 


- Every refrigerator and 
“TRADE-IN” vacuum cleaner is com- 

Send | pletely rebuilt in our 
en plant by factory trained 


us Electric Vacuum mechanics—This is why 


we can guarantee them. 


Yoer Send for NEW illustrated 
List CLEA NERS catalog. 


MERCHANDISE TRADING CO. 
Nationally Advertised Merchandise 


FRE Write TODAY for your copy 147 W. 42nd St. NEW YORK CITY 
of “SURE-SHOTS for SURE 


PROFITS''—Our new Illustrated catalogs 
of vacuum cleaner parts and cleaners. 


SPECIALITIES 
Electric Mangle Pads and Covers 


All types and sizes, electric heating pads 
vacuum cleaner types. Ohio Tex. 


FOR Safe 
anc at tile Specialty Co., W St., Cleveland, 0, 
HANDLING all masses Knitted Cotton Padding 
Ne. 102 BALANCE 


Southern Mills, Inc., Wells St., Atlanta, Ga 


DO YOU NEED "CRISPERS" 
defrosting trays, dishes, rubber ice trays 


+ + + any type of refrigerator “acces. 
sories"? Order from us, and save money, 


Send for our big catalog, FREE; also 
lists thousands of service parts, used 
daily by retailers and servicemen every- 
where. Please write on your letterhead, 
GARRY ALTER CO. 
1728 S. MICHIGAN AVENUE, CHICAGO, ILLINOIS 


DOLLY 


SELF-LIFTING PIANO TRUCK CO NEW ADVERTISEMENTS 


ter Cie Copy must be received by June 
prices. Tell us your individual needs. 4th to appear in the June issue. 


Mention of 
RE-NEW SWEEPER CO. 
Est. 1916 Electrical Merchandising 
9591 Grand River Avenue will be appreciated by the 
Detroit, Michigan advertisers and the publishers 


PATENT YOUR IDEAS 


BUSINESS OPPORTUNITY 


Business For Sale 


Established Rural Electric Retail and 
Contracting business offered for sale in 
Pennsylvania. Growing Community. Rare 
opportunity. Good reason for selling. BO-578, 
Electrical Merchandising, 330 W. 42nd St., 
New York, N. Y. 


; Pat. Off. records searched 
for ANY lavention or Trade Mark 


a See USE OUR NEW CATALOG “F” ASA 
MY 4 SALES AID (136 pg—83" x 11”) 


4531 ITEMS 2911 ILLUSTRATIONS 
Vacuum Cleaner Parts—Shop Tools— 
Belts—tron Parts—Grease and Oil 


ou: 
Use ORANGEVILLE <M ’ This Valuable Catalog Shows Y 
TRUCKS for han- : - What to charge for Motor Repairs. 
dling refrigerators, What to charge for Rebuilding Cleaners. 
ranges, radios, kitchen cabinets, ete. Only truck Interchangeable parts for related makes. 
with patented quick change ratchet nose. Com- Retail prices with “your cost in code. 
pletely rubber upholstered throughout. Several Copies Limited—Act Promptly— 
convenient sizes. Descriptive circular and prices Write Today 
on request. 

tan QRANGEVILLE MFG. CO. The Jesse Company, Inc. 

lanufacturers complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 2440 W. North Ave. Chicago, Ill. 


YOUR ORGANIZATION 


Is it complete? 
Are you thinking of expanding it? 


Naturally, for vacancies or additions to your 


staff you are anxious to secure the best man 
or men available. 


The more than 23,400 subscribers of Electrical Merchandising are all men 
who—like yourself—are associated with the merchandising of electrical 
appliances. Their interest covers every phase of this business ranging from 
management, sales or servicing employment to investment opportunities asso- 
ciated with the establishing of new businesses, partnerships, products, etc., 
etc., etc. If you have an employment or business opportunity to offer these 
men you can do so effectively and at small gost through advertising in the 


Searchlight Section 
ELECTRICAL MERCHANDISING 


“What Can It Do For Me?” 


Advertising that is read with this thought in mind, may provide 
the — to a problem that has kept you awake nights for 
wee 


Remember, back of the signature of every Electrical Merchan- 
dising advertiser is another organization, whose members have 
thought long and hard about your business in the course of 
introducing and applying their products or services to your 
industry. 

If their offerings can improve the quality of your company’s 
product ...or save your company’s money .. . they can con- 
tribute to your company’s income. 


We all know, “It pays to advertise.” It pays just as big to in- 
vestigate what is advertised! 


Each month, Electrical Merchandising advertisers, old and new. 
invite you and over 23,500 other subscribers to investigate 
further the advantages they can provide. 

Departmental Advertising Staff 


ELECTRICAL MERCHANDISING 
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Blushing Brides 


CONTINUED FROM PAGE 34 


persons invited to the wedding,” ex- 
plained Mrs. O’Connor. “We make 
a point of finding out how much they 
wish to spend when they telephone in. 
Then, by referring to the list we can 
make suggestions as to what to give. 
Frequently we suggest that several 
pool their money, if some more ex- 
pensive merchandise is desired.” 

Fully 50 per cent of the weddings 
today are preconceived affairs, Mrs. 
O’Connor thinks. An engagement of 
something like six months’ permits 
the girl to get ready. About one-third 
of today’s brides have weddings. How- 
ever, the spur-of-the-moment brides 
are equally interested in guidance, but 
on the subject of housekeeping. 

The bride’s families pay for their 
weddings, generally speaking. Young 
couples usually have from $200 to 
$400 in pooled resources at the time 
the knot is tied. Foreign families 
frequently take up collections for their 
newlyweds, the Italians often pinning 
bills on the bride’s dress. About 40 
per cent of the newlyweds go on 
honeymoons—in fact, most of them 
are more interested in trips than in 
big weddings—but their mammas 
overrule them. 

Young couples today are practical, 
compared to their parents. In the old 
days occurred an endless duplication 
of gifts such as candelabra, silver 
pitchers and platters. Not now. Inci- 
dentally, Marshall Field & Company 
makes a practice of taking back dupli- 
cated gifts crediting the money to a 
charge account for the couple. 

Life for most young newlyweds 
starts in a furnished apartment. The 
average bride can do plain cooking. 
About a third of the girls continue to 
work. Less than a fourth of the wives 
know how to make a dress, though 
about 60 per cent can turn up a hem. 

But—and what brings the whole 
thing within the scope of this maga- 
zine—is the astonishing amount of 
electrical merchandise sold to newly- 
weds. Young people want to live com- 
fortably—hence, in the dawn of a new 
family, appliances almost lead on their 
preference list. 


Ancient Fan Used in 
New Orleans 


OLB’S restaurant, one of the 

“musts” for tourists in New 
Orleans, has been revealed as having 
one of the most ancient ventilating 
fans in use in the country. Installed 
in 1890, it is still operating with shaft- 
ing and belting, driven by an electric 
motor. The 56-in. blade can be de- 
flected at will. 

E. H. McFall, who made the dis- 
covery, declares that the first indi- 
vidual motor driven ceiling fan was 
placed nearly 50 years ago in the 
office of the general manager, E. L. 
Bemiss of the Edison Electric Com- 
pany. The motor was bolted to the 
ceiling with the shaft extending down 
several feet to the fan and the vibra- 
tion was terrific. Finally the job was 
reversed and the fan allowed to swing 
free, with successful results. 


Will Summer Sun 


Mean Summer Slump 


or New Profits 


for You? 


Homes these contain prospects for Breez-Alr 
Home Cooling Fans. 


If long hot summers are the rule in 
your city, that's your cue to write to- 
day for complete details on the Buf- 
falo Breez-Air Home Cooling Fan 
franchise. 


Breez-Air fans, introduced a few 
years ago to 
solve the home 
cooling problem 
quietly and at 
low cost, have 
gained national 
recognition for 


their outstanding 
performance. 


If you are interested in increasing 
your summer profits, and adding to 
your reputation for selling the finest 
in home cooling comfort—write us 
today for complete details. 


BUFFALO FORGE COMPANY 


205 MORTIMER ST. BUFFALO, N. Y. 
Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 


BREEZ-AIR ; 
The Quality 
Home Cooling Fan 
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LETTERS 


“Free” Offers 
To the Editor: 

On page 4 of the April issue of 
Electrical Merchandising you ran a 
feature article titled—“Things You 
Can’t Do Any More in Advertising.” 

An ad with all identifications (ex- 
cept Rinso’s) deleted was used as a 
specimem to illustrate the new taboos. 
In connection with the word, or the 
use of the word “free” your article 
read as follows: 


“The werd ‘free’ means without 
cost, obligation or the performance 
of any service. It shall therefore 
be considered unfair trade practice 
for ar ‘advertiser to describe an 
article or commodity as ‘free’ when 
the recipient of such free article or 
commodity must purchase other 
merchandise to retain it.” 


\ceérding to our legal opinion, this 
incomplete description is not law and 
is contrary to the express rulings of 
the Federal Trade Commission. 

On September 7, 1938 the Federal 
Trade Commission handed down an 
opinion in the matter of Complaint 
No. 3210 involving Samuel Stores, 
Inc., reported in paragraph 9725 of 
the Commerce Clearing House, Inc., 
service of the Trust 
Company. 

In that opinion the Commission 
pointed out clearly the circumstances 
under which the word “free” could be 
used. It expressly holds that it is not 
an unfair trade practice for an adver- 
tiser to describe an article or commod- 
ity as “free” when the recipient of 
such free article or commodity must 
purchase other merchandise to obtain 
it unless the price of the article pur- 
chased includes a charge for the free 
goods. 

The commission elaborated further 
with respect to this point: 


Corporation 


“Under such circumstances, the 
‘free goods’ offer is hardly decep- 
tive for the purchaser actually does 
obtain the specified ‘free goods’ at 
no additional cost over the ordi- 
nary and regular price of the 
merchandise required to be pur- 
chased. As far as the purchaser is 
concerned, therefore, he actually re- 
ceives the ‘free goods’ without cost. 

“The lawfulness of an offer for 
‘free goods’ in connection with a 
merchandising plan depends upon 
the terms of the offer and the un- 
derlying and surrounding facts.” 


The Commission pointed out that 
obscuring or minimizing the condi- 
tions or terms of the offer may result 
in deception and that any offer of 
“free goods” should clearly and con- 
spicuously state the terms and condi- 
tions of the offer at its very inception 
in order for there to be an assurance 
that no deception is involved. 

They indicated that it would be un- 
fair competition to apply the term 
“free” to an article or service if the 
cost of same is covered, in whole or 
in part, in the price required to be 
paid in the transaction or by increas- 
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ing the ordinary and customary price 
of something else required to be pur- 
chased; or by substitution of an in- 
ferior article or service for that 
ordinarily sold at the designated price 
involved in the transaction; or by 
fictitious price marking of the article 
sold; or if the “free” article or serv- 
ice is dependent upon lottery or 
chance; or if the offer has the tend- 
ency or capacity to mislead or deceive 
purchasers, prospective purchasers, or 
the consuming public. 

If you will refer to the ad again, 
you will notice that the advertiser fea- 
tured—Rinso free with every washer, 
and that for practical purposes “with 
every washer” was set in the same size 
type and as prominently displayed as 
the word “free.” 

Further, the advertiser’s offer was 
properly conditioned and descriptive. 
The evidence in the ad itself indicates 
that, if anything, the regular price of 
the washer has been reduced rather 
than increased to include, among other 
things, a free offer of Rinso. His use 
of the word “free” was, therefore, 
legitimate in every sense according to 
the Federal Trade Commission’s re- 
quirements. 

On the basis of the foregoing, you 
can appreciate our feeling that your 
article—insofar as it concerned the 
use of the word “free”—was mislead- 
ing because of its incompleteness. In 
order to keep the records straight, we 
shall appreciate your taking whatever 
steps you feel necessary to correct any 
mistaken impression the readers of 
your April article may have formed 
over the legitimate use of the word 
“free.” 

Naturally, we, as you and many 
other people, deplore illegal and de- 
ceptive use of the word “free.” We all 
may have different opinions about the 
effectiveness of premiums as mer- 
chandising aids. The history of selling 
and advertising proves that premiums 
have won a very definite niche in the 
records for their ability to help sell 
merchandise. 

No other word so forcefully and so 
compellingly gets full “sell” effective- 
ness across to the reader of a premium 
advertisment as does the proper use 
of the word “free” in creating buying 
interest for the article with which the 
premium is offered. 

Harotp ANDRES 
Manager 
Industrial Cooperation Dept. 
Lever Brothers Company 


A New Slant on Steam-Iron 
Editor: 


Two women stop at counter to 
look at display of electric irons. One 
says, “Oh, look at this iron! What 
kind is it?” 

Clerk: “That is a Steam Iron”. 

Other lady (knowingly): “Yes, 
that is the kind they use when they 
have no electricity in the house.” 

W. H. Roacke 
The Home Electrical Shop, 
Montclair, N. J. 
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The Merchandising Month By L. Moffatt. 
Selling Up Refrigerators............. 


With base prices reduced, dealers have a real problem in “selling up" 
if they are to get on the profit side . . . Some facts from the field 


Salesmen—Payment and Control By Ernest Hastings... .. 


A continuation of the findings on the salesman survey. This article 
tells you whether straight commission or salary is best suited to your 
business 


Space Heaters Crash the Big Time 8y Laurence Wray. . 


The space heater has taken its place with other major appliances 
in the electrical dealer's operation. Here are the facts to date. 


Reno-vating the Electrical Business 8y Clotilde Grunsky..... 


The "Reno Plan” of dealer cooperation, sans utility merchandising 
is attracting national attention. This article gives you all the facts. 


First Quarter Figures Forecast Record Year.......... 


Our own statistical index of the march of the appliance business 


Kitchen Planning on Two Fronts............-..-..-....+. 


Philadelphia's electric kitchen show and the kitchen modernizing 
bureau of J. L. Hudson in Detroit provide ideas for kitchen sales 


A Spring Promotion That Clicked....................... 
Hartford jumps the gun with a “Cavalcade of Electricity" 


Let's Give a Party for Our Customers!.............. 


... and the Palmers of Washington, Ind. had a turnout of 8,000 
people 


Instinct Won't Guide Women in Washing Clothes 


By Helen Colvin. . 


Here's the laboratory dope on the business of home laundry by an 
expert 


Blushing Brides Mean Business 8y Tom Blackburn.......... 
Marshall Field's Bride Bureau is all set for the June rush 


Listen to Your Own Voice......................-....2205. 
Idaho Power use phonograph records to teach salesmen their faults 


ANNA A. NOONE, Home Appliance Editor 
MARGUERITE COOK, Market Analyst 
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